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Rough Proofs 


A news story reporting what 
salesmen think of‘unions and re- 
lated subjects says that “income 
is their chief gripe.” That seems 
to put them in the same classifi- 
cation as everybody else. 


| | 


Radio manufacturers who aren’t 
putting out too many FM re- 
ceivers say they tell their dealers 
to sell phonographs and let the 
customers play their own records. 


- 


If your kids say they don’t like 
prunes any better than spinach, 
you might tell them that Rich- 
mond-Chase, of San Jose, is now 
offering prunes that are pas- 
teurized. 
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Seems as if the only thing that 
makes an adman hotter under the 
collar than swiping his pet layout 
is telling him his copy research 
went haywire. 

~~ wv 
According to the story in AA, 
= Brown & Bigelow curvaceous cal- 
endar art has changed a lot since 


they started in 1903, but the basic 
theme remains the same. 


.-9 ¥ 
Now-that the Fuller Brush Man 
has been immortalized in the 


movies and the SEP, the company 
is starting out to see what it can 
do to popularize gals as doorbell 
pushers. 

i ne 


Somebody at KRNT has been 
listening to Atlas Prager commer- 
tials. It now describes itself as 
“that very highly Hooperated, 
sales results premeditated, ABC 
affiliated” station in Des Moines. 


7 ).¥ 


KFH says that many a vibrant 
message has been butchered at the 
mike by stuttering and stammer- 
ing announcers. Try them out on 
the race results—if they can read 
the monickers of the nags cor- 
rectly, they’re okay. 


= © 


Satchel Paige, who may be able 
to help the Cleveland Indians win 
a long delayed pennant, is proving 
nce more that the only color base- 
vall fans dislike is red ink in the 
won-and-lost ledger. 
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General Mills worries about 
whether the high readership of its 
Wheaties cartoon ads is matched 
9y sales results, while most ad- 
vertisers are just worrying about 
readership. 


- a. 2 


\ copywriter who asserts 
frankly that he’s fed up with his 
dresent employers is willing to 
One a-running to the next one. 
But he doesn’t say how long it 
taxes him to get fed up. 

. . + 2 


. Sharles R. Denny, with a bril- 
tent career at the FCC behind 
tin, has been named executive 
vl-e-president of NBC at 36. 
2age Horatio Alger Jr. 
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Ine of the greatest pitchers in 

éseball finds himself in midsea- 
1 with a record of nine wins 
ind 10 losses. That’s when a Feller 
needs a friend. 
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Copy Cus. 


Code Time L 


imitations 


Pose Giveaway Problem 


Gift Mentions Plus 
Sponsor Plugs Exceed 
Maximum, AA Shows 


By MAURINE BROOKS 


New YorK—The $64 question in 
the radio industry currently is 
what effect, if any, will the new 
NAB code have on the giveaway 
epidemic. 

Last week CBS, Mutual and 
NBC said all their programs, in- 
cluding quizzes, are expected to 
be in compliance with the code by 
the January deadline. An ABC 
official’s comment was: “We are 
discussing the matter now.” 

The giveaway practice of 
lengthy description of brand name 
prizes clashes with this code pro- 
vision: 

“Any casual reference in a pro- 
gram to another’s product or serv- 
ice under any trade name, or lan- 
guage sufficiently descriptive to 
identify it, should, except for nor- 
mal guest identification, be 
avoided. If used, it should be con- 
sidered as advertising copy, and, 
as such, a part of and included in 
the total time allowances.” 


cme 
Literal Interpretation Tough 


A literal interpretation of this 
clause gives the advertiser a choice 
of subtracting the time spent talk- 
ing about the jackpot of prizes | 


ment or footing the bill for the 
automobiles, cruisers, elephants, 
houses and diamonds now pro- 
cured in exchange for free air 
time. 

How much time the master of 
ceremonies takes up gushing about 
the gifts is dependent upon a num- 
ber of circumstances and is not 
constant in any show. Here, how- 
ever, for what they are worth, are 
estimates on leading shows from 
major networks: 

ABC’s “Stop the Music” (P. 
Lorillard Company, Speidel Cor- 
poration, Eversharp and Smith 
Brothers): 
minutes during the full - hour 
musical session, depending on 
how high the gift table is piled. 


from his own commercial allot- | 


From three to five | 


‘Dissaving’ Poured 
$15 Billion Into 
Buying Last Year 


Federal Reserve 
Study Shows Larger 
Earners Save More 


WasnHincton—A Federal Re- 
serve Board analyst demonstrated 
here last week how accumulated 
wartime and postwar savings are 
buttressing markets for all kinds 
of goods and services. 

Mobilizing data from the board’s 
annual “Survey of Consumer Fi- 
/nances,” Duncan McC. Holthausen, 
‘of the division of research and 
| statistics, reported that approxi- 
| mately $15 billion poured into the 
|spending stream from individual 
_ savings during the year. 

Despite this “dissaving” by 16,- 


000,000 “spending units”—nearly 
a third of all—Mr. Holthausen 
|found the pattern of savings 
‘largely unchanged except for 


| slightly larger holdings by the | 


managerial and self-employed. 

About half the money with- 
drawn from savings was con- 
| verted into “nonliquid assets”— 
| housing, businesses and non-gov- 
|ernmental securities. A third went 
'for consumer nondurables 
iservices. The remainder was 
spent on automobiles and other 
durables. 


Four-fifths Insured 


Although the rate of savings 
tapered off during 1947, the total 
backlog of government bonds, 
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HERE'S HOW—This is one of the news- 

paper ads in the September campaign 

| prepared for the U. S. Army and U. S. 

Air Force Recruiting Service. (Story on 
Page 8.) 


] Firms fo Start 
‘Localized’ Ad 


Campaigns Soon 


and | 


New York—Seven national ad- 
| vertisers will have started, in the 
next two months, campaigns to 


| localize their national advertising 
'by having readers call Western | 
Union for names of local dealers, | 
|Fred B. Wahlstrom, president of 
Distribution Council, Inc., has re-| 
ported. 

The advertisers are: A. H. Pond 
(Keepsake rings), Bigelow-San- 
ford carpets, Hartford Fire In- 
surance, American Central divi-| 
sion of Avco Mfg. Corporation, 
and Hamilton Mfg. Company, on a 
line of household clothes driers. 
Similar campaigns already are| 
|under way by Pressed Steel Car | 


Treasury Reports 
on Liquor Taxes 


and Consumption 


Study to Aid Congress 
in Reappraisal of 
Excise Tax Structure 


WASHINGTON—Treasury experts 
emerged from an exhaustive ex- 
amination of liquor excise taxes 
July 19, still wondering whether 
sales levels will hold up under the 
stiff taxes which were imposed 
during the war. 

Their analysis, to assist Con- 
gress in reappraising the excise 
tax structure, stresses the fact that 
the liquor industry turns increas- 
ingly to brand promotion and 
price maintenance in an effort to 
stave off price cutting and in- 
stability. 

The report demonstrates that 
the industry can produce far 
more than the public consumes. 

Noting that the stocks of whisky 
in bonded warehouses have been 
restored to near their prewar 
peak, it warns that price cutting 
at the wholesale and retail levels 
might once again become serious 
unless fair trading prevents it. 


Brands Stressed 


Along with fair trading, the in- 
dustry has turned intensively to 
brand promotion, the Treasury re- 
port explains. 

With four companies accounting 
for 75% of whisky production in 
1947, the report estimates the 
total number of active brands, ex- 
cluding private brands, at about 
100, with five leading brands now 
accounting for nearly 50% of sales. 
The same five brands accounted 
for not more than 20% before the 
war, the report says. 

“Such a development is char- 
acteristic of decreasing price com- 


savings and checking accounts in|Company for Presteline ranges | petition,” the report says, “but it 


individual hands reached $130 bil- 
lion, Mr. Holthausen estimated, a 
tremendous factor in consumer 
(Continued on Page 45) 


'and America Fore Insurance| 
Group. Paul Stewart of Sowart | 
Dougall & Associates, market re-| 


(Continued on Page 46) 


| 
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~ Last Minute News Flashes _ 


Old Gold’s announcements on the White Owl Cigars Get 70-City Newspaper Drive 


New YorK — General Cigar Company is launching a newspaper 


closing 15-minute section are| 
timed at two minutes, 15 seconds | 
—15 seconds 
maximum for evening. 
CBS’ “Hit the Jackpot” 
Soto-Plymouth dealers): Writers | 
(Continued on Page 48) 


It's Your Neck... 


in a silly news release. 
See ‘Ad-libbing’, Page 
12. Other features: 


Advertising in the Test Stage 
Advertising Market Place. . 
Chain Store Figures 
Creative Man's Corner 
Department Store Sales 
Editorials os , 
Farm Publications Linage 

| Getting Personal ... 
Information for Advertisers 
In Washington 

Magazine Linage 
Obituaries .. 
Photographic Review 
Private Lines 

Voice of the Advertiser 


46) 


36 
15 | 
12 


12 | 


22) 


. 38) 


campaign in more than 70 cities 


Company. 


throughout the country featuring 


under the NAB) | 000-line ads for White Owl cigars. Campaign theme is men’s enjoy- 
/ment of White Owls in places frequented by men, with the first ad 
(De | featuring Yankee Stadium. The agency is the J. Walter Thompson 


| 
| 


| Institute of Laundering Names Christiansen 


Cuicaco—Christiansen Advertising Agency has been named as ad- | 


| vertising and merchandising counsel by the American Institute of 


Laundering, Joliet, Ill. Plans are now being made for consumer pro- 
motion of the institute’s Certified Washable seal, which will probably 


start in the fall. 


Van Houten’s Cocoa Account to Durstine 


New YorK—C. J. Van Houten & Zoon, Inc., which has taken over 
the distribution of Van Houten’s cocoa from H. J. Heinz Company, 


advertising formerly was handled 
Plans have not been completed. 


44 | has placed its advertising with Roy S. Durstine, Inc. Van Houten 


by Maxon, Inc., the Heinz agency. 


Hs Brach Candy to Sponsor ‘Superman’ on Mutual 
Cuicaco—Brach Candy Company, 
Company, has signed to sponsor “ 


through George H. Hartman 
Superman” over 15 midwest MBS 


34| stations, starting Aug. 30. The show is heard Monday through Friday 
| at 5:15-5:30 p.m. “Superman” has changed from a co-op to a split 


47. network show. 


(Additional News Flashes on Page 51) 


is not yet clear to what extent the 
change that has taken place rep- 
resents a definite trend and to 
what extent it is a reflection of 
the wartime shortages in sup- 
plies. 


Spirits, Biggest Item 


“The $9-a-gallon tax on dis- 
tilled spirits enacted in 1943—the 
largest single source of federal 
excise revenue —now represents 


FC&B Men Have 
Bleak Thursday; 
Girls Take Off 


Cuicaco—Foote, Cone & Bel- 
ding’s office here has gone off the 
double standard. 

Fairfax Cone, chairman of the 
executive committee and head of 
the agency here, last Thursday 
treated the 150-odd distaff mem- 
bers to a ladies’ day outing, their 
first. FC&B men have had their 
own outings for 10 years. 

The women spent the day golf- 
ing at the Bunker Hill course, 
swimming, playing tennis and 
bridge, and dining at Tam O’Shan- 
ter Country Club. 

FC&B is believed to have pio- 
neered in this venture 
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roughly 50% of the retail price of 
popular liquor brands,” the Treas- 
ury said. 

During World War I the tax 
went from $1.10 per gallon to 
$6.40, holding at this level 
throughout prohibition. 


| with 2.2% in 1939. 


Equally difficult competitive 
problems are foreseen for the beer 
and wine industries, also under 
hoe wartime excise taxes. 


The excise tax on beer yields 


sent only 5% of the price of the 
lowest priced brands, and 10 to 
20% of the “fortified” wines— 


| those with the higher alcohol con- 


tent. 
“However, in the event of a re- 


The tax | $661,400,000, exceeded only by dis-| currence of extreme competition 


was reduced to $2 per gallon in| tilled spirits, which yield $1,685,- in the industry, it might become 
January, 1934, and was $3 on the | 000,000, and cigarets. Wines rep- difficult for producers of wine to 


eve of World War II. 

Experts refused to predict fu- 
ture consumption levels on the 
basis of the wartime trend. 

Though consumption since pro- 
hibition has increased almost con- 
tinuously from year to year in 
excess of population growths, the 


rather spectacular industry gains) 


during the war may have been 
due, the report suggests, to the 
fact that other consumer goods 
were not available. 


Consumption Down in °47 


To support its speculation, the 
report notes that consumption 
dropped sharply in 1947, after 
consuming 3.5% of disposable con- 
sumer income in 1946, compared 


|resent a minor revenue source, 
| only $57,000,000. 
| Treasury found per capita beer 


| shift the tax forward to consum- 
ers,” the report declares. 
| California produces more than 


Peckham Warns 
Food Makers 
‘on Premiums 


| Wutre SuLpHur Sprincs, W. Va. 
_—J. O. Peckham, executive vice- 


‘consumption in 1945 back nearly | 90% of domestic wine, with the| president of A. C. Nielsen Com- 


to pre-prohibition levels, 
lonly a little more than half as 
| high on the eve of World War II. 


Lower Than Prewar 


Nevertheless, consumer expen- 
ditures for beer were lower in re- 
lation to disposable income than 
they were before the war. 

Treasury found increased con- 
centration in the beer industry 
since 1935, with 80% of the brew- 
eries now located in 13 states. 

While present wine taxes are 
three to four times those prevail- 
ing before the war, they repre- 


| a group of eastern states, notably 
New York. 


. . 
‘Six Join AFA 

The following companies have 
joined the Advertising Federation 
of America, New York: Parker 
Pen Company, Janesville, Wis.; 
Caterpillar Tractor Company, Pe- 
oria, Ill.; Intermountain Broad- 
casting Corporation, Salt Lake 
City; Alabama Outdoor Advertis- 
ing Company, Birmingham; Pa- 
rade Publication, New York, and 
New Holland Machine Company, 
| New Holland, Pa. 
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Did he hit the ceiling when I overlooked how 
The Des Moines Sunday Register covers lowa! 


You keep both feet on the ground when you 
choose The Des Moines Sunday Register for 
lowa. You get 50% coverage, or more, in four out 
of five lowa counties—and at least 27% coverage 


in all the rest! 


Circulation? Five hundred thousand! Only nine 
other cities have papers that big. 

And this figure includes 70% of Iowa's buyers— 
with a buying income near five billions! The 
Des Moines Sunday Register wraps them up in 
one rich package for a milline rate of $1.63. 


RANKING 


THE DES MOINES 
REGISTER anv TRIBUNE 


~ 


PACKAGES A STATEWIDE URBAN MARKET 


AMONG AMERICA’S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


Basic Member American Newspaper Advertising Network 


from | remainder originating largely in| pany, last week offered six “ob- 


servations” for food manufactur- 
ers to keep in mind when embark- 
_ing on such consumer promotions 
| as prize contests and premium and 
/coupon offers. 

The observations, based on a 
study of Nielsen Food Index rec- 
ords covering such promotions, 
were made by Mr. Peckham at 
the midyear meeting of the Gro- 
cery Manufacturers of America, 
as follows: 
| 1. Consumer promotions rarely 
| stop a declining sales curve. 
| 2. Sales gains resulting from a 
special promotion of an old, well- 
established item are usually tem- 
porary. 


Must Be Really Good 


3. Sales gains resulting from a 
,consumer promotion of a new 
product are frequently long-last- 
| ing, if the product is top quality 
at the price. 

_ 4. Successive and frequent con- 
sumer promotions on the same 
| product generally produce small- 
er and smaller sales results. 

5. Results of consumer promo- 
tions vary widely. This means that 
cost must be carefully bal- 
anced against the additional sales 
obtained, in order to select the 
particular types that work best 
for the individual manufacturer. 

6. Don’t promote a product un- 
less it’s really good. 

A “recent flood” of prize con- 
test and premium offers, Mr. 
Peckham said, has been caused 
_ by the postwar filling of pipelines 
| by grocery manufacturers. 
| He asserted that sales of any 
| one product must be analyzed in 
relation to existing market de- 
mand which, if already good, may 
cause a consumer promotion to 
look better than it really is. 


Willis on Opportunity 


Paul S. Willis, president of 
GMA, said that the opportunity 
for the food industry today “‘is 
greater than ever before.” 

“Manufacturers’ factory sales 
records cannot be relied upon to 
evaluate the effect of consumer 
promotions because fluctuating 
trade stocks in retail and whole- 
sale channels frequently mask 
the real situation,” he said. 

Mr. Willis said that the indus- 
try can increase the present $32 
billion annual volume _ through 
400,000 grocery stores by better 
selection and training of sales- 
men, improved trade, employe 
and government relations, and by 
keeping “the American people... 
sold on the value of good eating.” 

A specific “challenge” to the 
industry, he said, is: 

“1. To get the distributor to 
stock your brands and cooperate 
with merchandising; 

“2. To get him to stock your 
new brands or your new products; 

“3. To get his cooperation in 
tying in with special promotions.” 


Unexpected Babies 


As for the opportunity: “We 
have 144,000,000 people in this 
country, 13,000,000 more than in 
1940. Since 1940 we have had 14,- 
000,000 marriages, or 3,500,000 
more than was expected. Since 
1940 there were born 23,000,000 
babies, or 5,500,000 more than was 
expected.” 

Mr. Willis also mentioned that 
there are now 60,000,000 wage 
earners, that “the middle income 
group is four times as great as it 
was in 1940,” that “since 1944, 
675,000 new firms have come into 


Advertising Age, July 19, 191g 


NEW FOR SILEX—Designed by the 

advertising department of Silex Co. 

Hartford, this new carton for the Silex 

glass coffee maker was made by Robert 
Gair Co., New York. 


business. . . 

“In 1941, 347 food products 
were advertised in national maga- 
zines. By 1947 this number had 
increased to 675.” 


TWA Names Riegner 
Ad-Mgr. International 


Henry G. Riegner, agency sales 
manager of Trans World Airline, 
New York, has been appointed 
advertising man- 
ager - interna- 
tional for _ the 
airline, succeed- 
ing W. C. Stritz- 
inger. Mr. Rieg- 
ner joined TWA 
in 1940 as adver- 
tising assistant t 
the _ vice-presi- 
dent of traffic 
and was in 
charge of TWA’s 
advertising pro- 
gram for three 
years until he joined the armed 
forces. After three years with the 
North Atlantic division of the Air 
Transport Command he returned 
to TWA in 1946. 


Pacific Hooperating 
Shows Winchell First. 


The June Pacific Program 
Hooperating shows Walter Win- 
chell in first place among the first 
15 evening programs, with Jack 
Benny ranking second and “Take 
It or Leave It” third. 

The average evening sets-in-use 
of 30.0 is down 2.1 from the last 
report and up 0.4 from a year ago 
The average evening rating is 7.3, 
down 1.1 from the last report 
but unchanged from a year ago 
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H. G. Riegner 


BUSINESS 
MEN IN 
ADVERTISING 


Proper plans for advertising 
rest on adequate knowled3e 
of the client's policy, purpose 
and profit. 


These determine what m1y 
be wisely invested; what my 
be judiciously attempted. 


Then practical creative thi: 
ing is combined with the art 
tic ideal of “how to say it.’ 


ne 
’ ‘ 


This is best done by bui- 
ness men in advertising, awc’é 
that the client's success is 
based on taking in more th 1 
he pays out. 


IT DOESN’T PAY 
TO ADVERTISE... 
unless you do it right! 


JOHN MATHER LUPTO: 
Co., inc. e ADVERTISIN : 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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The Magazine Audience Group Study now reports 


1 12439,000 Look Readers 


America’s second largest magazine audience 


27,572,000 


O 


17,439,000 


First in increase in top 60% 
economic level 


Second largest magazine audience 
in top 60% economic level 


a #£(Posr (LiFe 


| | 
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LOOK gained 3,348,000 new readers in the top 60% 
in two years... greatest two-year gain of any 
major weekly. 


j 
; 
j 
tt Ae ee 


AUDIENCE FIGURES are based on the new 1948 Magazine Audience Group 
Study. This group consists of 7 of the nation’s leading research authorities, 
including the directors of 3 national polls and experts in marketing, population 
trends and statistical analysis. For complete details, write to Loox, 511 Fifth 
Avenue, New York City. 


Audience, top 60% Readers per 


Total Audience 


4 economic level dollar* 

LOOK 17,439,000 | 11,998,000 2,180 
] Life 27,572,000 | 20,513,000 1,661 
’ Post 15,702,000 | 11,792,000 1,402 
: Collier’s 10,341,000 7,539,000 1,293 


*The Magazine Audience Group limits itself to basic audience figures. 
To provide advertisers with comparative costs, LOOK has applied the 
latest audience figures against current advertising rates for black and 
white pages. 
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Look 


11,998,000 people in the top 60% 
now read LOOK ... the second largest weekly 
Magazine audience in the top 60%. 
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economic level 


ST 


15,702,000 


First in number of readers per dollar 
lowest advertising cost of any major weekly* 


Look 


In these times of rising costs, LOOK’s low cost per 
reader has never been more important. No other 
magazine in the weekly field delivers so many 
readers at such a low cost. 
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Publishers Hear 
South's Business 
Future Is Bright 


Neal Demands Rate 
Protection; Phillips, 
Others Address SNPA 


BIRMINGHAM, ALa.—Space|mended that newspapers assure|remain financially 


bought by national and regional 
advertisers will grow “substan- 


| That prediction was made here 
last week by William W. Neal of 
Liller, Neal & Battle, 


| reductions.” 
| Mr. Neal also made a strong 


' and stereo,” he said. “While me- 


| chanical costs have doubled, news- 


Atlanta | plea for retention of the 2% cash| paper advertising rates, per thou- 


|agency, at the advertising clinic | discount policy, pointing out that|sand circulation, are today prac- 
'of the Southern Newspaper Pub-/| while credit has been no problem | tically the same as they were 20 


lishers Association. 

Declaring that “the advertising 
future of the South is bright,” Mr. 
|Neal said that southern newspa- 
pers have a fertile field to develop 
in regional advertising by many 
new companies and old ones that 
have been improved. 


Asks Rate Protection 
Mr. Neal also strongly recom- 


‘rate protection for general adver- 
| tisers for a year’s period. “We in 


jin recent years, it is becoming 
|more of a problem daily. 

On the other side of the cost 
picture, Loyal Phillips, advertis- 
ling director, New Orleans Item, 
| and chairman of the committee 
that sponsored the meeting, de- 
clared that publishing costs have 
advanced so rapidly that “normal 
linage gains will not by themselves 
solve the problem,” and that to 
independent, 


/newspapers “must not only main- | 


|tain higher rates, but must con- 


tially” in the next several years | agencies believe that a return to/ tinue to devote a high percentage 


in newspapers of the South, where 
per capita income increased 166% 
from 1939 to 1946—the highest in- 
crease of any section of the na- 
tion, for which the over-all gain 
was 130%. 


|the year’s contract, long a news- 
paper standard, will help to main- 
tain volume,” he said. “Shorter 
protection periods discourage an- 
nual campaigns. Rate increases 
| frequently lead to cancellations or 


|of their total content to paid ad- 
vertising.” 
Gessner Speaks 


“Daily newspapers now pay $30 
to $40 per page for composition 


/years ago.” 

Leonard Gessner, media direc- 
tor, Fitzgerald Advertising 
Agency, New Orleans, told the 
newspaper men that the way to 
get more food linage is to provide 
good reproduction, good position, 
buying information, trade support, 
food pages which influence buy- 
ing habits, and sales information. 


Calls Longs Dictators 


Ralph Nicholson, president-pub- 
lisher of the New Orleans Item, 
said that this country’s mass pro- 
duction, mass consumption and 
high real wages “could not exist 
without advertising.” 

“When we sell and publish 
sound and successful advertising, 
we strengthen our hold on both 


| 
| 


OCTOBER - FEBRUARY HOOPER 
(Share of Audience) 


(Weekdays) | WHBF{ ‘tticn | Station | Station 
Mornings 53.5 20.2 | 6.2 | 2.6 
Afternoons 36.0 21.1 13.2 | 4.5 
Evenings 91 336 103 | — 
— Sunday 
Afternoons 26.9 21.5 | 13.4 | 7.7 


Les Johnson, V. P. and Gen. Mgr. 
Affiliate of Rock Island Argus 


Heng Kelih 


RADIO STATION REPRESENTATIVE 
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political and economic freedor .” 
he said. “When we do a shab »y 
job, we render a disservice t, 
both.” 

Declaring that democracy re ts 
on a strong and free press aid 
that newspapers obtain two-thi: js 
of their revenue from advertisi: ¢ 
Mr. Nicholson asserted that nev s- 
papers could play a major rile 
in preventing “such dictatorshiy ;” 
as those of Huey Long and Guy. 
Earl Long of Louisiana. 

He urged newspaper advertisi ig 
departments to follow these prin- 
ciples: 

1. Don’t oversell. Don’t let the 
advertiser spend too much on a 
particular promotion. 

2. Watch the timing. Whenever 
possible, check on whether stocks 
of merchandise are ready at the 
time the ad appears. Guard 
against running an ad for a na- 
tional ice cream, to be served with 
fresh strawberries, after fresh 
strawberries are out of season—as 
recently happened in Louisiana. 

3. Refuse “repulsive and gyp 
advertising. Remember that many 
people still believe that if it is 
in the newspapers it must be 
true.” 


Poor Selection, Ottley Says 


John K. Ottley Jr., advertising 
director, Atlanta Journal, ad- 
vanced the suggestion that news- 
papers, which select their me- 
chanical equipment scientifically, 
seldom do a scientific job of ad- 
vertising personnel selection. More 
newspapers should have personne 
managers and should use aptitude 
tests, he said. 

A carefully planned series of 
meetings with manufacturers and 
local sales personnel have in effec 
added “1,000 additional newspaper 
advertising salesmen without extra 
cost,” Ted Weil, general adver 
tising manager of the Louisville 
Courier-Journal and Times, told 
the group. Subjects covered aj 
these meetings include facts about 
the market and its buying poten 
tials, the sales power of the news 
paper, etc. 

The salesmen are brought up t 
date on their own company’s ad 
vertising, and are offered reprint 
of their company’s local advertis 
ing without cost. An interestin 
touch is that group photos aré 
made of those attending each 
meeting, and a copy is sent to thé 
company’s home office. 

At the closing luncheon Tues 
day, Harold S. Barnes, assistan 
}director of the Bureau of Adver 
tising, ANPA, presented the color 
slide presentation of national gro 
cery advertising in daily news 
papers, which analyzes the effi 
ciency of various types of cop) 
approaches. 


‘Breakfast in Hollywood’ 
Looking for New Emcee 


Charles C. (Bud) Barry, ABY 
vice-president in charge of pr 
grams, is looking over the field 1 
Hollywood for a new master 0 
ceremonies for “Breakfast 
Hollywood.” Garry Moore, wi 
was selected for the role to sut 
ceed the late Tom Breneman, ha 
resigned, effective as soon 1s 
replacement can be found. H 
said the early morning, six-daJ 
week was too much in additicnt 
his Sunday night duties on Ever 
sharp’s “Take It or Leave It.’ 

“Breakfast in Hollywood’ ° 
sponsored by Procter & Gamb)4 
and Kellogg Company. Pills >ur 
Mills takes over the latter’s ses 
ment next Friday. 


Ryan to Tatham-Laird 
Dan P. Ryan, formerly dir 
of commercial production + 
Dancer - Fitzgerald - Sample, - 
cago, has taken over similar © 

sponsibilities as a member o 
creative staff of Tatham-L J 
Chicago. 


To Clark & Rickerd | 
Clark & Rickerd, Detroit, 5 
been named to direct the acvé! 


tising of Snyder Tool & Engin! 
ing Company, Detroit. 
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Says D. B. Hause 


ADVERTISING MANAGER 
ARMOUR AND COMPANY 


Advertising Manager for Armour and Company since 1943, 
Mr. Hause started with that company in 1940. His first job in 
advertising (1923) was with Lord and Thomas Advertising 
Agency, in the service department, after college, a three-year 

hitch in the Navy and one year on the All-American Track 

Team of 1919. In the same year he went with Sprague-Warner & 
Company, where over a period of fifteen years he acquired 
background in the merchandising of foods, advancing in the 
advertising department to the position of manager. In 1938 he 
moved to the L. W. Ramsey Advertising Agency and shortly there- 
after started his own agency, called “D. B. Hause Advertising ° 
Service.” In 1940, however, he gave up the shingle and 

went with Armour and Company as assistant and in 1943 was placed 
in charge of the advertising department. In organization work 
he is chairman of advertising committees of the American Meat 
Institute and heads the National Margarine Manufacturers 
Association, and the newspaper committee of A.N.A. 
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Bureau to Revive 
Expenditure Book 


New York — After four years, 
4 the Bureau of Advertising, ANPA, 


. will revive for the year 1948 its 


annual compilation of “Expendi- 
tures of National Advertisers.” 

The report, to be issued next 
spring, will cover newspaper ex- 
penditures of $25,000 and more 
for this year. The former bureau 
series, discontinued after the year 
1944, also covered expenditures in 
magazines, farm publications and 
network radio. 

The Magazine Advertising Bu- 
reau has since published annually 
figures on “National Advertising 
Investments” in all four of these 
media. 


Co-op Shifts Staff 

A. G. Rose, formerly in charge 
of operations of the Universal 
Milking Machine division of Na- 
tional Cooperatives, Waukesha, 
Wis., has been appointed general 
manager of National Cooperatives, 
‘Inc., Chicago, replacing Laurie 
|Lehtin, resigned. Other changes 
lin the Chicago office include Rob- 
|ert A. Johnstone, in charge of ad- 
|vertising, replacing James L. 
Proebsting, and James Blackburn, 
|manager of the appliance depart- 
|ment, succeeding Ludwig Ander- 
son. 


Adds McCarty 


Richard E,. McCarty, formerly 
in the San Francisco office of 
Simpson-Reilly, publishers’ rep- 
resentative, has joined Western 
| Advertising. 


Appliance Dealers 
Ask Manufacturer: 
Stop Tie-in Sales 


Cuicaco—How to stop tie-in 
selling, a wartime evil that has 
continued to plague the appliance 
industry, was a major topic dis- 
cussed by 150 dealers and manu- 
\facturers at the midyear leader- 
ship conference of the National 
|Electrical Retailers Association 
here last week. 

The consensus was that the 
| manufacturer is in good position 
ito apply a remedy—by withhold- 


ing wanted lines from distributors 
who persist in the abuse. 

Addressing the conference, Wil- 
liam E. O’Brien, general sales 
manager of Toastmaster Products 
division of McGraw Electric Com- 
pany, said that his company and 
all leading manufacturers in the 
field are “seriously interested” in 
learning of any tie-in sales offers 
by distributors. He urged retailers 
to refuse and to report all such 
offers, a statement that was met 
with strong applause from 100 
dealers present. 


310 vs. 92 


Asserting that 310 out of every 
1,000 persons in this country pur- 
chased traffic appliances last year, 
as compared with 92 out of 1,000 
who bought major appliances or 


THE NEW YORKER concentrates 82% of its 316,000 circulation in the 41 city- 


store dollars . 
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| They spend the most 


where the most 1s spent 


trading areas where most of the retail dollars are spent . . . 84% of U.S. department 


.. 65% of retail food dollars . . 


. these 41 areas dominate the 30 states that 


account for 91% of the jewelry dollars .. . and so on. Merchants in those 41 richest areas point to NEW YORKER 


subscribers as the customers who aren’t afraid of price tags, who make the extra purchases. 


They spend the most where the most is spent. 
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vacuum cleaners, Mr. O’Br 2 
said: 

“If it is true, as it has bea 
said, that there are too many de ||. 
ers in the appliance business, 
then those dealers who build th »ir 
store traffic through greater div: r- 
sification and establish themsel\ es 
as leaders in their field, are ‘re 
ones most likely to survive.” 

He said that dollar volume or 
traffic appliances was 90% of t! at 
for washing machines last yea: — 
and was twice as great as (or 
electric ranges and eight times as 
great as for ironers. 

H. C. Bonfig, vice-president of 
Zenith Radio Corporation here. 
said that the immense capital in- 
vestment required for producton 
of FM radio and television sets 
has set a trend that is narrowing 
the field to a small number of 
‘large manufacturers, squeezing 
out the “fringe operator.” He cited 
788 radio brands that are now ex. 
tinct. 


NERA Surveys Field 


Announcing results of NERA’s 
| 1947 business survey, Richard E 
| Snyder, the association’s consult- 
/ing economist, said that electrical 
appliance dealers chalked up a 
43% annual dollar volume in- 
crease last year, as compared with 


states. 
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a 38% increase for all types offouth L 
retail stores dealing in durable News) 
goods and a 17% increase for alijities ar 
U. S. trade. four-sta 

Electrical dealers showing de-#(vertis: 
|clines in sales totaled 5%, where-# ouncen 
as at the other extreme several@sed fo: 
retailers doubled sales, the study#ines of | 
showed. A similar study was con-§¥ill be \ 
‘ducted a year ago. ine-wet 

Refrigerators continued to lead In ad 
all other appliances last year, in-#entratic 
creasing from 19 to 24% of totalmpers, th 
store sales, while washing ma-gmoted b 
chines rose to second place with@™ats anc 
18% of total sales, replacing ra-M™erchan 
dios, which totaled 17% in 1946—Preaking 
‘and retained that level whilegpontactin 
| dropping to third place in 1947.§Rhe area 
|Ranges rose from 12 to 13% andgp! the pr 
| vacuum cleaners remained at 3%.jg2em ful 

Volume of trade-ins increasedff Housey 


sharply. Vacuum cleaners led all—° buy 
‘other appliances with sales in-™PUddings 


volving trade-ins rising from 10 thout 
to 26% of total vacuum sales. ForfRe!ve a | 
-washing machines, in  secondgpold duri 
|place, trade-ins rose from 4 tom Cities 
(19%; for refrigerators, from 3 togf@dio ad 
'11%; and for ranges, from 2™clude 
to 9%. Duluth, 
finn.; S: 
Goods Costs 67% of Sales finot an 
Cost of goods sold rose from#lilwauke 
$66.10 for every $100 of net salesfRacine, 
in 1946 to $67 in 1947. Operating—##rosse ar 
costs increased from $25.40 toff Mascon 
$26.20 per $100 of net sales. the Cli 


At the same time, net operating 
profit dropped from $8.50 to $6.80 
per $100 of net sales, indicating 
NERA said, that dealers have “al 
urgent need for careful study of 
sales promotion methods to keep 
operating costs under control” 

The study showed that denlef 
revenue from servicing tot: led 
9.2% of net sales, while cos’ 
service parts and supplies tot 
4%, leaving a 5.2% “gross nial 
gin” from servicing. Gross pr 
gins increased for the sma 
and largest size dealer gr 
and decreased for the mid 
size groups. 

A breakdown into four regi 
groups showed that net opera ins 


St art R. 


profit was highest—totaling ¢).sgF"Y St. 1 
per $100 of net sales—in Re io! ; 
I, comprising New England ASA] 
the middle and south Atle itiffTh» Ou 
states. The total was lowest—-$ ».30 la ion o 
—in Region III, composed of K 2" rd annu: 
tucky, Tennessee, Alabama, ? is.“ ut 
sissippi, Arkansas, Louisi 04%; Gen 
Oklahoma and Texas. § Compa 
a all man, ; 
. r G 
Joins Brush-Curler vi eal 
Abner Becker, formerly \v ‘t! 
Interstate Department Stores 14 aight J 
Allied Food Industries, has b © Br 
named general sales manager Of’! ice FE 
Brush-Curler Corporation, } > staff 
York. ateo, Call. 
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SAVE is ON CLINTON PUDDINGS! 


4 FOR PRICE OF 3! 
>» = \°) 
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Stock up with Cliatea at your grocer's today! 


mt of 


here, 4 FOR 3—This offer will soon be made 

al in-—§ with newspaper copy like the above 

action ard on the radio by Clinton Industries 

1 sets for its puddings in four upper midwest 

ow ing states. Mascom Advertising, New York, 
is the agency. 

er of 

Pez ing ‘ 

cite’ {Clinton to Start 

W ex- 


Pudding Push in 
Midwest States 


Ciinton, Ia.—In its biggest | 
product promotion in the Upper | 


ERA’s 
ard E 
nsult- 


ctrical Midwest, Clinton Industries is. 
up agpushing its packaged puddings in | 
e in- nine-week campaign starting 
i withqPuly 29 in Minnesota, North and 
pes of geouth Dakota and Wisconsin. 
urable™ Newspapers in seven major | 
for allgities and 10 radio stations in the) 
four-state area will carry Clinton 
g de-Jpdvertising. One-minute radio an- 
vhere-gouncements twice daily will be) 
everalgsed for six weeks, while 3,032. 
study@ines of 508 and 336-line insertions | 
s con-@Vill be used in newspapers over a| 
ine-week period. 
o lead In addition to the heavy con-| 
ar, in-jentration on radio and newspa-_| 
f totalmpers, the puddings will be pro-| 
z ma-gmoted by point-of-sale material, | 
2 withgeats and coupon post cards to aid | 
ng ra-gmerchants. Salesmen, prior to the | 
n 1946Mpreaking of the campaign, are) 
whilegpontacting retailers throughout | 
. 1947.Bhe area to explain the workings | 
% and! the promotion and guaranteeing | 
at 3%.qgoem full stock protection. 
‘reasedfg Housewives are offered a chance 
led alle buy three boxes of Clinton | 
es in-gpuddings and receive a fourth) 
om 1l0™pithout cost. Retailers will re-| 
es. Formpeive a free case for every three | 
seconded during the campaign. | 
1 4 tom Cities in which newspaper and | 
n 3 tomadio advertising will be carried | 
rom 2meclude Minneapolis, St. Paul, | 
Duluth, Virginia and Hibbing, | 
linn.; Sioux Falls, S. D.; Fargo, | 
ales linot and Bismarck, N. D.; and/| 
> fromfMilwaukee, Madison, Superior, | 
ot salesfacine, Beloit, Janesville, La-| 
erating@Tosse and Oshkosh, Wis. 
3.40 tof Mascom Advertising, New York, 
7 the Clinton agency. 
erating eerngmenbemmeene 
0 $6.80 : 
icaiing @°V ally Appoints Rae 
ve “a0 ff.P. and Art Director 


in the July 12) 
of AA, Stuart Rae has| 
been appointed 
vice - president | 
and art director | 
of LeVally, Inc., 
Chicago. He was 
formerly art di- 
rector of Biele- 
feld Studios;)| 
Dancer - Fitzger- | 
ald-Sample, Chi- | 
cago; Ruthrauff | 
& Ryan, Chicago, 


udy offs. announced 
o keep ERsuc 
tro)” 
dealer 
tot: led 
cos’ of 
tot led 
s nual 
s miar- 
sma lest 
gr: ups 
mid ile- 


| 
| 
} 
| 
| 
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‘egi nal and D’Arcy Ad- 
yera ing St art Rae vertising Com- 
g ¢).8lme'y St. Louis. 

Re jon A . e | 
nd nif? 1A Meets in Memphis 
Atle tifffTh» Outdoor Advertising As- | 
t—$ 30a ion of America will hold its | 


of Kona annual convention Nov. 15- 
a. ) is{m.2 the Hotel Peabody, Mem- 
uisi in Lester M. Price, vice-presi- | 

rit. General Outdoor Advertis- | 
§ Company, Atlanta, is general | 
ali man, and John Maden, mana- 
, General Outdoor, Memphis, | 
Vi -e-chairman. 


aight Joins KSMO 
ager of Brice Haight has joined the 
wees staff of Station KSMO, San 
Rle>, Cal. 


N. Y. Adclub Protests 
Ad Costs Ruling 


The Advertising Club of New 
York has protested to Admiral 
Frank Baldwin, chairman of the 
Joint Audit Coordinating Commit- 
tee, Washington, against a pro- 
posed committee ruling making 
“inadmissible” any costs of ad- 
vertising in figuring sales prices 
of goods or services sold to the 
armed forces (AA, May 17). 

The club said such a ruling is 
obviously unfair to those supply- 
ing goods and services to armed 
forces. “Advertising builds future 
acceptance of a company and its 
goods and is chargeable against 
sales costs and should be included 
in the price,” the club said. 


Grape Colony Appoints 
Boone, Sugg, Tevis & Walden, 
San Francisco, has been appointed 
to handle the local and national 
advertising of the California 
Grape Colony, Fresno, Cal. 


7 


ton Pettingell, stated that the “in-, have announced that selection of 
tricate contractual requirements,| the agency to handle the $150,000 
bd : unusual service demands of local | advertising appropriation will be 
Still in Race Army advertising and excessive | made shortly. 
delay in payment of bills, consti-| Henley Advertising here han- 
for Ist Army tute serious disadvantages to an dled the account for the past year 
New YorK—Last week the First| agency geared to the handling of | and is reported to be seeking it 
| Army sent out letters to the 91/ larger, national accounts.” 


13 of 91 Agencies 


Dor- again. 

|advertising agencies which were/land did not bid for the Fifth 2 

| pitching for the $207,000 account | Army, with headquarters in Chi- WS 

| for the fiscal year, 1948-49. Only/| cago, or the Sixth Army, San | ORE Wet Sor eae of 
13 of these letters told the agen- | Francisco. broadcasting for Field Enter- 
cies they were still favorably con-| No statement on these accusa-| prises, has stated that there is no 
|sidered and invited them to aj/tions was forthcoming from the| deal on for the sale of Station 
briefing on the national program) First Army, although it is reported | WSAI, Cincinnati. Commenting on 


: : a rumor that the station was to 
on July 22. |the Army was not satisfied with | he sold, Mr. Lane said that Sve 


| . 
About two weeks from that day | Dorland. Last year the First Army | interested in purchasing 


‘the First Army will announce its | originally set a budget of $80,000, | ogy ln had made offers, but 
choice. Dorland, Inc., which han- | and during 1948 increased that! all had been turned down. — 
dled the First Army account last appropriation to $101,000. cepeeneeeenenene 

|year, along with the Fifth and/| Gy um Promotes Brown 
/Sixth Army, announced last week |6TH ARMY CHOOSING | bi W. Brown, sales manager 


¢ + San Francisco — Fifteen agen-|o¢ the Dallas district, has been 
|its contract for recruiting adver-| cies are reported bidding for the appointed general sales manager 
tising in the First Army area. Sixth Army corps recruiting ac-| of National Gypsum Company, 

The agency’s president, Ather-| count. Sixth Army officials here | Buffalo. 


‘that it will not bid for renewal of 


THE STORY OF... 


(Or “Why Hatchery Advertisers 
Use Pee Jay Regularly” 

Pe aaa 

h <= 


~<. 


| {s Hatchery Advertisers know N A Safe Advertising Investment! 
‘} it’s no secret that 92.8% of Hatcheries now using, and who have used 
The American Poultry Jour- Pee Jay for years for assured sales results! 

nal’s circulation is concen- 
Ui trated in the 31 states that s —oe -  S a tes 
make up the profitable “egg N K.|. Miller Hatchery . . 40  SwuperiorHatchery . . . 21 
basket” of the United States. Kerr Chickeries . . 38 WeneChick Farms . . . 20 

Yes... the Hatchery business is big business! h 2 planet eat aad bee: 
Today there are 12,000 commercial and breeder oadieendle a a eee 
hatcheries in the United States, capable of producing Iinois Hatchery. 25  Baghy Poultry Farm. . . 16 
more than a billion baby chicks annually. In addition, nN Colonial Poultry Farms . . 24 Davis Hatcheries. . . . 15 
— are = concerns dealing in baby chicks and nettit feen o4 Hayes Hatcheries. =... 14 

rkey poults. 

Leading hatcheries know that The American Poul- A — sapere Crean 8 _— — 
try Journal’s editorial content is designed for, and in + <p aei Lindstrom Hatchery. . . 14 
the interest of, the poultry farms and poultry raisers A Roselawn Poultry Farm 23 Atz’ Mammouth Hatchery . 13 
of the United States ...and that over 500,000 sub- Rusk Farm | 23 Heizer’s Hatchery . . . 13 
scribers read and respond to Pee Jay’s advertising bush = theists .. 
a , Figures indicate number of years 


ae le A oe, 


“It’s a fact,”’ says Pee Jay... 

iy “Twenty-five of the nation’s 
, largest hatcheries have used Pee 
Jay consistently for from 10 to 44 
years. Reason? It’s logical! Pee 
Jay advertising produces results!” 


y\\ VHF 


1946 gross income from poultry and poultry 
products from over 5,000,000 U. S. farms was 
$3,121,040,000 or over 10.9% of the total agricul- 
tural cash income. Poultry is definitely one of the 
“Big Four’ producers of farm prosperity. 


PEE JAY SALUTES BIG BUSINESS - THE POULTRY INDUSTRY 


ADVERTISING REPRESENTATIVES 
NEW YORK—A. B. McCLANAHAN CO. MINNEAPOLIS—J. P. MALONEY CO. 


in The American Poultry Journal 


295 Madison Avenue 

Phone Lexington 2—-1234 
DETROIT— HIL. F. BEST 

131 W. Lafayette St. 

Phone Randolph 7298 


1019 Northwestern Bank Bidg. 
Phone Atlantic 2229 

LOS ANGELES— ROBT. W. WALKER CO. 
684 S. Lafayette Pi. 
Phone Drexel 4388 
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Houbigant Names Two 


Robert G. Spencer has been ap- | 


pointed director of advertising and | 
public relations of Houbigant| 
Sales Corporation, New York. He) 
has been with the company for 13) 
years. Rose Toth, formerly with | 
Geyer, Newell & Ganger, has been 
named publicity manager of the 
company. 


2 Name Wright Agency 

Wellman-Peck Company, canned 
food products, and Ever-Kleen 
Mfg. Company, household dry 
cleaning fluid, both in San Fran- 
cisco, have placed their adver- 
tising with the San Francisco 
office of Frank Wright National 
Company. 


PREMIUMS 


Self liquidating and give-aways. 
Children's premiums created to fit your product. 


WALROB 
1525 E, 53RD ST. CHICAGO 15, ILL 


Air Force Day 
to Get Special 
Promotion Push 


(Picture on Page 1) 
WasHINGToN—Air Force public 
relations officers are looking to 
national and local advertisers for 
assistance in “putting over” Air 
Force Day, Sept. 18, as a “stock- 


hdiders’ report” to the American | 


people. 

According to 
the Air Force will have open 
house at all its installations that 
day. Special tours will be ar- 
ranged to give visitors a chance 
to see the latest jet fighters, bomb- 
ers, and other equipment. 

In addition, the Air Force pro- 
poses to give the visiting public 
an ins’ nt into the “Management 
Controi System” instituted last 
January as a means of checking 
the efficiency of each installation. 

This system, spokesmen say, as- 


|expenditure of Air Force appro- | 
| priations. 


Special advertising materials for 


Air Force Day will be prepared 


by the Advertising Council. In 
addition, Air Force will supply a 
kit of promotion aids through its 
Recruiting Publicity Bureau, Gov- 
ernors Island, N. Y. 

Air Force equipment, for store 
display, will be available through 
local Air Force headquarters. 

Special dinners here and in 

other cities are scheduled for Sept. 
to note the first anni- 


*\versary of the autonomous Air 


Force. 


McKay Maps Fall Drive 
McKay Products Corporation, 
New York, will spend $560,000 on 
a 10-month campaign beginning 
in September for Blue Swan 
lingerie and Suspants. This is a 
$100,000 increase over 1947 adver- 
tising. Ads will appear in 27 na- 
tional magazines and small ads 
will appear every day in news- 
papers in 25 major cities. Trans- 


sures improved control over the | portation and outdoor advertising 


Advertising Age, July 19, 193 
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GIVES OTHER BRANDS A BOOST—In this spread in the August issue of Liberty, 

National Distillers Products Corp., New York, illustrates some tall cool ones, with 

recipes featuring Gilbey's gin, Merito rum, Gilbey's Spey-Royal Scotch, de 

Kuyper Triple Sec and White Rock, as well as National's PM blended whisky. 
Lloyd, Chester & Dillingham, New York, is the agency. 


also will be used. The agency is 
Lawrence Boles Hicks, New York. 
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Speed? The great twin-deck Boeing Stratocruiser parts the upper air 


at 340 miles an hour. That pulls away from any aircraft now in com- 


mercial service. But speed is not all. 


e This goliath, engineered with 


the Boeing touch for dependability, also puts luxury on wings. Deep 


and roomy seats for comfort. 


A superbly appointed lower lounge. 


Dressing rooms that suggest fine hotels. Space to move about in as 


you enjoy 


‘the smoothest ride in the world.” 


¢ Boeing Airplane 


Company, our client, knows that the public here, as in all things, 


must be served. Advertising tells passengers to expect more than 
speed alone from commercial air travel in a Boeing Stratocruiser. 


n. W. ayer & son,inc. 


Philadelphia * New York * Chicago ¢ Detroit * San Francisco * Hollywood ¢ Boston ¢ Honolulu 


Polaroid Filter 


Promotion to Hit 
$100,000 in ‘48 


New York — Pioneer Scientific 
Corporation, which is spending up- 
wards of $10,000 monthly to boost 
sales of its Polaroid television 
screen filters, has assumed spon- 
sorship of a part of the “Howdy 
Doody” show. 

The Thursday, 5: 45-6 p.m., EDT, 
segment of the popular NBC chil- 
dren’s telecast now is backed by 
Pioneer through Cayton, Inc. 

To advertise its television at- 
traction, Pioneer will use business 
papers and newspapers in _ the 
seven East Coast television cities. 
The agency also has _ prepared 
“Howdy Doody” brochures and 
window posters for dealers and a 
magic changing picture (from the 
puppet to master of ceremonies 
Bob Smith) for use as a premium 
offer on the program. 

The company is running one- 
minute, open-end film announce- 
ments on 13 stations. In addition, 
it backs the Thursday night 
wrestling matches, featuring Den- 
nis James, over WABD, DuMont’s 
New York station. 

At the rate of current expendi- 
tures in business papers, news- 
papers, point-of-sale and televi- 
sion, Pioneer’s advertising ex- 
penditures for Polaroid filters are 
expected to reach $100,000 this 
year. 


Joins O'Mara & Ormsbee 


Charles W. Livingston, formerly 
on the advertising staff of the 
San Francisco Call-Bulletin, has 
joined the San Francisco office 0 


O’Mara & Ormsbee, publishers 
representative. 
Kirby Rejoins KGO 


Edith Kirby, auditor of Station 
KGO, San Francisco, from 1943 % 
1946, has rejoined the station % 
manager of the traffic department! 
succeeding Eleanor Higby, wi 


has resigned. 


FRANKLIN ¢ 34 
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118 south clinton street chicage 6, 
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Advertising Age, July 19, 1948 


‘Stuffed Shirt’ 
Advertising to 


Become Reality 


Shirtboards Set Up 
As Newest Medium 
for Promoting Sales 


Cuicaco—Now it is possible to 
run “stuffed shirt” advertising 
without necessarily being pom- 
pous or bombastic. 

Inside Advertising Corporation, 
a new organization with offices at 
188 W. Randolph St., makes it 
possible. It will print your mes- 
sage in full color on specially 
processed one-side clay-coated 
shirtboards, 8x15 inches, and will 
arrange to have them inserted in 
the shirt bundles sent out by 129 
power laundries which are mem- 
bers of the Chicago Laundry 
Owners Association. 

You can buy “full coverage”— 
400,000 bundles per month—half 
coverage, or quarter coverage. In- 
side Advertising Corporation takes 
care of the printing, paper and 
distribution, at a cost which 
amounts to about 1.6 cents per 


‘board. 


Wilson First User 


First full-scale test of the po- 
tency of the medium is being 
conducted by Wilson Brothers, 
men’s wear manufacturer, which 
has contracted for a three-month 
run in the Chicago market, start- 
ing in August. Two other adver- 
tisers are reported ready to try 
the medium, but have not yet put 
their signatures on the proper 
line. 

Inside Advertising Corporation 


The STATE 
tht JACK built 


Your sales prospects in 
the "state within a state" 
deserve a loud fanfare... 
A population of 490,- 
013** with a gross in- 
come of $407,840,000* 
follow the advertisements 
in the ASHEVILLE-CITI- 
ZEN TIMES...the home- 
town newspaper with a 
combined circulation of 
51,115.*** 


For Route Lists, Trade Information, 
Surveys and Market Data, Write, 
Wire or I: 


ROY PHILIPS 
Director of Advertising 


Representatives: 
The KATZ Agency 


*Sales jement 1947— 

a at eh aying. Power 
. a us 

“**ABC Sept. 30, 1947 


is controlled by Louis C. Rolontz, 
president, and Albert S. Hecht 
Jr., vice-president, both of whom 
were once on the staff of Kutt- 
ner & Kuttner, Chicago agency. 
Mr. Rolontz, who spent five years 
in AAF public relations as a 
major, was once a district sales 
manager for Pal Blade Company, 
advertising manager of Crest Spe- 
cialty Company, Chicago, and in 
the sales department of General 
Broadcasting Company, Philadel- 
phia. Mr. Hecht was with General 
Outdoor Advertising Company 
before joining Kuttner & Kuttner. 
The company has completed an 
exclusive franchise arrangement 
with the Chicago Laundry Owners 
Association, whose members are 
said to distribute 3,000,000 shirts 
per month. It is currently work- 
ing out similar franchises with St. 
Paul and Minneapolis laundries 
which handle 600,000 shirts per 
month, and is dickering with 
laundries in 10 other cities. The 
laundries get the shirtboards free 


in return for distributing the ad-| 


vertising messages. | 

Minimum order acceptable is 
for 100,000 boards (quarter cover- | 
age) in the Chicago area, for a) 
three-month period. Such an or-| 
der, including printing, which is | 
handled by Manz Corporation, | 
calls for an expenditure of $1,610 
per month. On larger orders, | 
there may be some saving because | 
of lowered printing costs. 


Several Ads per Package 


Under the Inside Advertising 
plan, various advertisers’ boards 
are collated at the printing plant, 
so that laundries need merely 
stuff them in shirts, but so that 
a “full coverage” advertiser gets | 
one board in every bundle. Shirt 


bundles in Chicago average about 
five shirts each. 


Alcoholic beverage advertising 


is not acceptable, and all adver- 


ering using part of the board for 


and drawings for children are also 
being contemplated. 


McCann Names Carter 


John Archer Carter, formerly 
with J. Walter Thompson Com- 
pany, has been named radio script 
supervisor of McCann-Erickson, 
New York. 


To Sherman & Giesecke 


Helicopter Service of California 
and Valleyford Creameries, Val- 
leyford, Cal., have appointed Sher- 
man & Giesecke, San Francisco, to 
handle their advertising. 


‘'WCCO Appoints Harding 


a return post card, and cut-outs | 


Alfred J. Harding, who until re- 
cently was with Station KSTP, 
has been appointed sales manager 
of Station WCCO, Minneapolis. 
He succeeds Tom Dawson, who 
has joined the sales department 
of CBS in New York. 


POINT OF SALE 


ADVERTISING 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE CO. - YORK, PA. 


tising is subject to approval of 
the laundry association’s board of 
directors. But beyond that, there 
is no limit. Mail order advertisers, 
for example, are reported consid- 


i Mefende 


: IN EXCESS OF 200,000 
ABC MEMBERSHIP. 


Gpicago 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


“I guess the man who 


rented the cottage, last month, 


was a big space buyer!” 


OTHER FACTS TO HOOK ON TO: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 


than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 
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Keep your eye on the ball! 


Trends are funny, sometimes. 

The war especially, did a lot to upset them. 

You can’t look at.wartime trend figures with any assurance 
that you’re looking at a real trend. 


But take the trend shown in these charts. 
It starts before the the war. It carries through the war. 
It continues after the war. It’s solid. ' 


Back of this trend is performance that’s just as solid. 
Readers find it in “all the news that’s fit to print”... 

in a newspaper that gives them more news than any other 
publication, all of it reliable and unbiased. 

Advertisers find it in returns... 

more returns for dollars invested. 


That’s why The New York Times today, as it has for 

29 consecutive years, publishes more advertising 

than any other newspaper in the biggest and busiest market 
in the world. If you’re looking for new business 


or more business, get in touch with us. 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


New York: 229 West 43rd Street 

Boston: 140 Federal Street 

Chicago: 333 North Michigan Avenue . 

Detroit: General Motors Building 

Los Angeles: Sawyer-Ferguson-Walker Co., 645 South Flower Street 
San Francisco: Sawyer-Ferguson-Walker Co., Russ Building 
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- THE NEW YORK TIMES WEEKDAY CIRCULATION 


1941 1948 


| | | 


6 mos. ended March 31, 1948... 542,461 
iii ——— : 


72,294 — 


Note the bounce , 


— 
| i 


These comparisons of net paid 
daily and Sunday circulation 


figures for the six months ended THE NEW YORK TIMES SUNDAY CIRCULATION 


March 31st, 1941, and the six 


months ended March 31st, 1948, 1941 1948 
show that more and more people | | 
EE Se Pee ee SM. 6 mos. ended March 31, 1948...1,131,064 


a 


ST e 
PP as wt és g, 726 
ee, 6 mos. ended March 31, 1941... 837,358 


THE NEW YORK TIMES TOTAL ADVERTISING 


1941 1948 
6 months 1948...17,495,623 lines 
Note the bounce 
in advertising nan 
This comparison of total adver- 
tising carried in the first six 
months of 1941 and the first six Pt , bs . 
months of 1948 shows that more rf Pi P 
and more advertisers are making =~ S 
more and more use—profitable W/ / yA 77 
use—of The New York Times. waa 


es 6 months 1941...10,335,724 lines 
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Issued every Monday by Advertisin 
(Del. 1337), 330 W. 42nd St., New 


{ ntral 7354). 


. D. CRAIN JR. 
RUNS, vice-presidents. C. R 
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Life Can Be Beautiful 


A week ago, most practitioners 
of the gentle art of advertising 
were going their several ways, 
beaming at the deathless prose 
of their own advertising and 
shaking their heads dolefully over 
the sly misstatements in competi- 
tors’ copy, making up schedules 
with the aid of long mathematical 
formulas, or figuring whether a 
brace of tickets to the ball game 
or a night in some glittering 
bistro might be the better method 
of selling Joe on that new idea. 

But then came Friday, and the 
July 12 issue of a _ publication 
called Life, and all the careless 
insouciance of the business van- 
ished, perhaps never to reappear. 
Advertising had suddenly become 
one of the Mighty Elements in a 
learned discussion of whether the 
American people are taking proper 
advantage of one of their three in- 
alienable rights: 
happiness. 

If our quick, thoroughly un- 
scientific poll of advertising reac- 
tion can be relied upon, the 


of the elements’ contributing 
gravely toward our proper or im- 
proper efforts to pursue and cap- 
ture happiness was a shock to ad- 
vertising men and women. (The 
other three things discussed were 
work, leisure and the movies.) 
Most advertising people, although 


willing to confess that they have|ship. This must be done by edi- 


occasionally devoted some thought 


to the nature of happiness and its | various 
pursuit, were amazed to discover | tions immediately concerned with 


that advertising should be con- 


sidered as in the forefront of the | If such leadership is provided, 


happiness problem. 

The Life round table discussion, 
participated in by a score of edi- 
tors, clergymen, philosophers, ad- 
vertising men, economists, writers 
and business men, naturally de- 


The Use of ‘Free’ 


We are happy to see that the 
Federal 


finally taken action in connection] for revising its procedure. 
with the book clubs’ use of the| more than a year, FTC has main- 


word “free” in advertising. 


We believe this action by the | absolutely and literally free, with 
FTC ought to clear the air once! no strings attached to it. 


and for all, because we are cer- 


tain that the book clubs will take|certain advertisers; yet for long 


the matter into court, and we 
suspect that the courts will con- 


clude that the FTC has over-| 


reached itself in its extremely nar- 
row interpretation of what consti- 
tutes misleading use of the word. 

Whatever the ultimate result, 
the manner in which the FTC has 


the pursuit of|... 


|sion, came an agreement, accord- | 


} 


| 


| 


Trade Commission has| is a striking example of the need 


o | 
emergence of advertising as one | about 


veloped a good deal of rather 
pointed pro and con discussion of 
advertising’s value to society. To 
admen the highlight of the Life 
story probably was the report of 
the interchange between Bernice 
Fitz-Gibbon, Gimbel’s New York 
advertising manager, and Charles 
Luckman, Lever Brothers head. 

Miss Fitz-Gibbon contended, as 
she has previously, that retail ad- 
vertising, dealing with things, is 
sound and sensible, but that “the 
national advertiser moves on into 
faith, morals, religion, right and 
wrong and everything.” 

To which Mr. Luckman re- 
sponded: “I understand why 
she does not want moral over- 
tones in retail advertising because 
one of the greatest problems in 
retail advertising has been the 
practice ... of taking this won- 
derful ironing board and saying 
it was a $99 value for $2.95.” 
and a good 
discus- | 


But out of this, 
deal more acrimonious 


ing to Life. It is a statement 
advertising with which 
most advertising people will also 
agree: 

“Advertising cannot escape the 
moral and cultural implications of 
its deeds, some of which are de- 
plorable. But it was also agreed 
that advertising cannot be ex- 
pected to provide cultural leader- 
tors, educators, the clergy and 
individuals and _ institu- 


the enlightenment of the people. 


however, so that people begin to 
get a better grasp of the principle 
that happiness is not to be found 
in mere pleasure and self-gratifi- | 
cation, then advertising can help 
to carry the load.” 


acted in the “free” controversy 


For 


tained that “free” must mean 
During 


that period it has moved against | 


months it has done nothing to 
make its decision stick with book 
clubs, which have continued using 
the word in advertising as they 
have in the past. “Equal justice 
under law” certainly demands 
that what applies to one should 
apply to all, and at the same time. 


$ 
——! 


ee 


"Why don't you give up, Joe? Even Wessel's new triographic three-dimension 
counter display process can't stretch far enough to show that.line of bras in full 
relief." 


It's Your Neck 


One of the more cheering 
thoughts we’ve run across comes 
from Harriet Hubbard Ayer. It’s 
disguised as a news release, but 
we know darn well that no com- 
pany is addled enough te think 
that publications will run this kind 
of tripe (Ed. Note: up to now): 

“A QUEEN’S FACE—A PEASANT’S 
THROAT?” 

“The eye picks up beauty in 
foreign places. And one of those 
distant areas is our forgotten 
throat and neck. Do you realize 
that you cannot see your neck 
without special effort when you 
look into a mirror but the laziest 
glance from a passing stranger 
picks up a full view of it?” 

“Your throat is the continuation 
of your face [there’s a nice 
thought]. Don’t cancel out facial 
beauty because of a crepey, 
wrinkled, saggy throat line. Don’t 
be satisfied with yourself! Throat 
care shouldn’t begin when the 
withered finger of time points in 
that direction. It should start as 
soon after our TWENTIETH BIRTH- 
DAY as we can get to a jar of 
Throat Cream. It isn’t a treatment 
for the aged or the aging [sic]; it 
belongs to the twenties to pro- 
tect you then and in the thirties 
and long afterward...” 

“A tired neck dims the lights in 
a bright face. Your neck is no 
small area [Bull Neck McGee, they 
called us in college]. Imagine 
what others see! Bracelets of 
flesh, row upon row of lines, 
strings of wrinkles and gashes of 
discolorations—greys and yellows 
blended into an unpleasant rain- 


bow. Does it sound fantas- 
ee 6. e 

No, Harriet, it doesn’t. Unpleas- 
ant, yes. Silly, yes. Fantastic, 
no. 


You see, Harriet, there really is 
a Santa Claus, who looks after 
good little publicity people and 
protects them no matter how fool- 
ish the stuff is they turn out. Very 
little of it ever gets published. 
And a darn good thing. 


BPE&H 

At Fuller & Smith & Ross, New 
York, there’s a group of men who 
periodically threaten to set up 
their own agency. Not that they’re 
dissatisfied. They just think that 
an agency incorporating their 
names couldn’t miss. It would be: 

Barolzheimer, Pittlekow, Ek- 
wurzel & Hutaff. 


‘Classified Clearance’ 

For getting a whale of a lot of 
copy on a page, and developing an 
original approach for a clearance 
sale of high-fashion merchandise, 
Neiman-Marcus, Dallas, ran a 


full page in the Dallas News, 
using the “classified” technique. 
Evelyn Del Barrio, Neiman ad- 
vertising director, reports it was 
highly effective in moving goods. 


Noble, Noble 

In case you’ve been puzzling 
about what the cluck in the Kin- 
sey ads was really wearing, the 
publicity department of Kinsey 
has laid it all out for you. 


BOWL Of SKULL 


GAUNTLET 
FALD 
CUISHE 


~ KNEE COP 


You’ll be interested to know 
that it took about six months to 
get a set of these cast iron gabar- 
dines, but that once you had them 
on, they were quite comfortable. 
Of course, if you got a bee in your 
bonnet. . . 


Jottings 

Clyde Hendrix, Clinton, Ia., 
wanted to make a presentation to 
a Navajo as a symbol of the ton 
of flour and four tons of sheep 
feed his company (the feed and 
soy division of Pillsbury Mills) 
was sending to the Navajos. He 
found one by a classified ad in the 
Chicago Tribune... 

Dee Walker, chairman, First 
State Bank of Texas City, believes 
in classified. Classified girls in 
Houston newspapers got quite a 
bang out of his ad for a bank 
president, were astonished when 
he got 50 applications, finally set- 
tling on Henry Franks Jr., for- 
merly with South Texas Commer- 
cial National Bank, Houston. . . 

C. S. Baur, for many years with 
Iron Age, recently joined Casket 
and Sunnyside as publisher. He 
promptly sent a mailing to “All 
my friends” saying that the two 
fields aren’t so different, and that 
many of the same manufacturers 
and agencies work both the metal- 
working and funeral service 


fields ... 
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The following documents nay@M of the 
be secured without charge frim pany’s 
companies sponsoring them orfM jin, 1 
through ADVERTISING AGE, by any ranges 
national advertiser or advertising \dn 
agency executive writing on iis p,oste 
business letterhead. Address Ap-Bijp; 
VERTISING AcE, 100 E. Ohio St. 8 ,ome_ 
Chicago 11. name 
teline 
No. 3116. Omaha World-Herald ® ... tb. 
1948 Consumer Analysis. here } 
A total of 191 items is covered & count. 
in this 288-page report, the fourth Prod 
annual study of its market pub-@ contin 
lished by the Omaha World-Her. & retain 
ald. Foods, soaps, toiletries, beve- genera 
rages, homes and equipment and make 
general are the headings of the MM channe 
book’s six sections, and the study @ the pri 
covers the greater Omaha area, pected 
including Council Bluffs, Ia. mestic 
to 35% 
No. 3117. The Fabulous Forty o¢ the 
Miles. Ann 
This folder, issued by the LosM Ross | 
Angeles Daily News, opens up in-@ Admir: 
|to a 22x34-inch spread containing disposa 
a map of the Los Angeles metro-@ able th 
politan market showing its l6@ fully u 
areas, with corresponding tables cars ar 
of market data for each one. The§@ ternati 
rest of the folder analyzes the Prest 
population gain of Los Angeles§ than $: 
County, and a reader survey re- tising 
port tabulates family incomes,§ year. 
makeup of families, ownership of § month 
homes and autos, occupations and ing $7 
reader interest in the newspaper.§ pages | 
) 
No. 3118. 1948 Consumer Analysis the A; 
of the Philadelphia Market. est spa 
The Philadelphia Bulletin hasffthat pu 
published the third annual survey 
of Philadelphians’ preference for 
branded products, product stand- Roser 
ings and buying habits. It follows Seide 
the standard pattern for these York, | 
consumer studies, which are now a th 
7 . - enry ] 
available in 12 markets, includ-§ a ,ines g 
ing the one listed above, published dealer ‘ 
by the Omaha World-Herald@been | 
making possible accurate compar-§ dress li 
isons between markets. 
| ve Black 
No. 3119. A Merchandising Study Victor 
of a Decade of St. Louis. general 
This booklet, published by thefM appoint. 
St. Louis Globe-Democrat, out-§ distribu 
lines the 1937-1947 record of Sun- ee ] 
rout. 


day newspaper advertising in St 
Louis, showing Media Records 
figures by departments of depart- 
ment stores, and price advertis- 
ing measured by the Neustadt 
organization. 


No. 3120. Keeping Pace with 


America. 


Institutions has published this 
booklet as an aid to institutions 
in planning and carrying through 
their building and remodeling 
programs. Profusely _ illustrated, 
the articles cover plans, designs, 
materials, equipment and methods 
for hotels, hospitals, schools, res 


taurants and clubs, with a list of Your . 
associations and other sources of | = 
information on building. A OF just 
No. 3110. Facts About Vacation | ‘ie 
Travel of Pathfinder Fam lies <! my 
Pathfinder reports on vacati0 ost—by 
plans of Main Street families, page = 
this booklet, which covers deiails ays oe 
of family group expenditures fe 
choice of transportation and vreg lp in" 
ferred accommodations. Al:05 gees 
80% of the families who plan v4 ons 
cations this year expect to ‘sé bh ogy 
America first,” the study shows. J “°° ‘ 
No. 3079. Florida’s Fastest Grow ' vltigra; 
ing Market. *c \anical 
The St. Petersburg, Fla., ns © Eve 
papers have produced this fo ide + 4 
reporting the growth in pop la iw. 0. 


tion, retail sales and effecti¥ 
buying power in the Tampe-Sia 


Petersburg market. 
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Admiral Buys 
Pressed Steel's 
Presteline Unit 


‘wIcaco—Admiral Corporation 
here has announced the purchase 
of the Pressed Steel Car Com- 
pany’s domestic appliance divi- 


ranges and water heaters. 

\dmiral, which acquires all 
Presteline manufacturing facili- 
ties and equipment, the trade 
name and certain inventories, will 
name a new agency for Pres- 
teline although a choice has not 
yet been made. Weiss & Geller 
here has been handling the ac- 
count. 

Production of Presteline will be 
continued by Admiral, which will 
retain D. O. Klein as the division’s 
general sales manager and will 
make no changes in distribution 
channels. The purchase, on which 
the price was not disclosed, is ex- 
pected to increase Admiral’s do- 
mestic appliance sales from 22% 
to 35% of total revenue by the end 
of the year. 

Announcing the _ acquisition, 
Ross D. Siragusa, president of 
Admiral, said that Pressed Steel’s 
disposal of the division will en- 
able that company “to concentrate 
fully upon production of railroad 
cars and equipment for which in- 
ternational demand grows daily.” 

Presteline division spent more 
than $200,000 on magazine adver- 
tising in the first half of this 
year. The division only last 
month distinguished itself by pay- 
ing $75,000 for two four-color 
pages and three black-and-white 
pages in the June 20 issue of 
The American Weekly—the larg- 
est space purchase ever made in 
that publication. 


Rosenfeld Names Seidel 


Seidel Advertising Agency, New 
York, has been appointed to di- 
rect the cosmetic advertising of 
Henry Rosenfeld, Inc., using mag- 
azines and trade publications, plus 
dealer promotions. The agency has 
been handling the company’s 
dress line. 


Blackney Promoted 


Victor W. Blackney, assistant | 
general manager of sales, has been | 
appointed director of sales of the 
distribution division of United 
States Radiator Corporation, De- 
troit. 


100 You Really MERCHANDISE 


| Your Advertising . . . 


| ov just talk about doing it? 


‘aca tion 


| can better the sales effectiveness 
cf my publication and radio advertis- 
g by at least 30% —with very little 
ost—by being sure that dealers and 
istributors are KEPT INFORMED of 
ur program through direct mail", 
1ys one ad. exec. we know. A simple 


»b, to be sure,—but one that's too 
ften neglected. That's where we can 
elp in quickly getting ad preprints, 
chedules, sales help material and the 
ke out without a headache to you. 
\ phone call will bring you a quick 
ccurate estimate for any type of 
ervice on your next direct mail job. 


lultigraphing © Mimeographing 
ec \anical Addressing from Metal Plates | 


® Everything in Direct Mail « 


* SUPerior 8154 | 


3 W. Ontario, Chicago 10, IMinois | 


. ~ |confine the word rayon to man- 
sion, maker of Presteline electric | 4 


Adopts ‘Estron’ | 

Tennessee Eastman Corporation, 
Kingsport, Tenn., in accordance | 
with the revised terminology rec- | 
ommended by Committee D-13 on} 
Textiles of the American Society | 
for Testing Materials, will employ | 
the generic word “estron” to des- | 
ignate its cellulose ester yarn and | 
staple fibers. The company will 


made fibers composed of regen- 
erated cellulose such as those pro- 
duced by the viscose process. 


Ruppert Boosts Koster 


Henry W. Koster has been ap- 
pointed assistant to the general | 
sales manager of Jacob Ruppert 
Brewery, New York. He has been 
with the company for 11 years, 
formerly as distributor sales man- 
ager for all Ruppert markets ex- 
cept those in New England. Wal- 
ter H. Bergquist has been named 
to succeed Mr. Koster as distrib- 
utor sales manager. ' 


Ralph Edwards 
Crusades to Get 
Hollywood on Map 


New Yorx—Procter & Gamble’s 
Ralph Edwards and B. B. Pen’s 
Robert Blythe are leading a 
movement for the recognition of 
Hollywood—by map makers and 
the Post Office Department. 

Their ambassador is tire sales- 


man William Snyder, who “won” | 


the role when called upon to pay 
a forfeit on Duz’ “Truth or Conse- 
quences” (NBC). He is traveling 
through 23 major cities to obtain 
signatures on his 
Hollywood on the map” petition. 
He is equipped with 10,000 B. B. 
pens with which he must get l,- 
000,000 signatures by Aug. 28 
when the broadcast returns to the 
air. He also has the assistance of 
a corps of beautiful models, called 


“please put) 


“Pen-Quints”’. 

| If Mr. Snyder fulfills his assign- : 
; Biltmore Paper Company, New 
ja pay op _ an tae has appointed Arthur Ros- 
|present him with a $2, enecs-' enberg Company, New York, to 
_ handle advertising for Planet and 
|Carmen paper products for house- 
| hold use. 


| Biltmore to Rosenberg 


‘ABC Signs WAAM, 
Net's 12th TV Station 


WAAM, Baltimore, has signed | 
an affiliation agreement with the Promotion Idea! 
American Broadcasting Company, | Beats Chevrolet's “Soap 
bringing to 12 the number of tele- | Box Derby. G.. -. 
vision stations affiliated with the | ove ““six months an. 
network. | nual publicity. Simple. 

Baltimore’s third video outlet, | “ost little. And sells! 
WAAM will begin regular pro- Box 7089, Advertising A 
gramming in September. 100 E. Ohie St., Chicago 11, Il. 


> a e _——->» > : Mo. 
(Barco) rp Sa pone 


SE. 


Cloth, Card, Hardboard, 
Metal, Glass and mirrored 
sliver signs 


We specialize in 
manufacture of point 
of sales signs 


Prompt attention given to Inquiries 


WSIX selected again 


ABC AFFILIATE 
5000 W © 980 KC 


ice 


* 


The er 


2 ss = 


We can't say definitely that WSIX made this sale for one of Nashville's leading 


men's stores ... But 


NASHVILLE fr 


TENNESSEE 


THEE 


SE WSIX gives you all three: Market, Coverage, Economy 


ofilen nesSee's 


Capital City 


it must have helped sell a whale of a lot of merchandise to 
be selected for 9 straight years. Dozens of local, 
regional and national advertisers have 
used time ranging from | to 4 hours 
weekly year in and year out. Their sales 
must have proved what engineers showed 
— WSIX gives adequate coverage in 
Nashville's 51 county retail trade area. 


Check with your nearest Katz representa- 


tive for facts and figures. 


National Representative: 
THE KATZ AGENCY, Inc. 


.. And WSIX-FM © 71,000 W ® 97.5 MC 
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Iodent Plans 
Special Drive 
Aimed at Smokers 


Detrroitr—Following an exhaus- 
tive survey into the number of 
smokers among users of denti- 
frices, powder and paste, the 
Iodent Chemical Company has 
launched a greatly expanded ad- 
vertising campaign, it was an- 
nounced by Dr. A. J. Lautmann, 
president of the company. 

The campaign will be based on 
a provocative “Now You Can 


Smoke and Smile Too!” slogan,|to this group because Iodent No.| which will be affiliated with the|in public acceptance which mar-| brands. 
|2 is of slightly heavier texture | National Society of Art Directors. 


'than conventional dentifrices and 
effectively removes smoke smudge | 


and generous space will be used. 
Grant Advertising, Detroit, han- 
dles the account. 

The campaign will 


Iodent’s most extensive use of| mann said. 

rotogravure and feature sections The campaign marks Iodent’s 
of leading daily newspapers in first attempt to segregate smokers 
|most of the metropolitan cities of| into a special group in regard to 
the country as well as an en-/using dentifrices, and although 
larged list of national magazines.|the extent of the program wasn’t 
Iodent has used small space in/disclosed it was learned that it 
| Life and Sunset this year. |is the most ambitious undertaking 
| Emphasizing lIodent’s No. 2)of its kind in the company’s his- 
‘paste and powder, the campaign | tory. In addition, Iodent will con- 
lis the direct result of exhaustive | tinue its strong outdoor campaign. 
‘consumer studies over the past! aa 

several years during which it was | . 

‘learned that more than 60% of Art Directors Elect 
| the adults who regularly use @ | Cann-Erickson, has been elected 
|dentifrice are smokers. president of the newly-formed Art 
| “We decided to appeal directly| Directors Club of Minneapolis, 


Other officers are: William Schnei- 
Knox Reeves Advertising, 
Donald Young, 


| der, 
| vice-president; 


mar k | from smokers’ teeth,” Dr. Laut- Sin amp b e l l ~ Mithun, secretary- 


‘treasurer, and Loren Herder, 


‘Knox Reeves, representative to 


WESLEY BOWMAN STUDIO + INC 


360 NORTH MICHIGAN ‘AVE + CHICAGO 


PHONE CENTRAL 0233 


the national society. 


Appoints DiMarco 

Frank DiMarco & Associates, 
| San, Francisco, has been appointed 
public relations counsel for. the 
| fifth annual seminar for the study 
|and practice of dental medicine, 
| scheduled for Oct. 17-22 at the 
| Desert Inn, Palm Springs, Cal. 


Publisher Changes Name 


Bolivar Publishing Company, 
an affiliate of Industrial Publish- 
ing Company, 
changed its name to Flow Pub- 
lishing Company. The company 
| publishes Flow Magazine, mate- 
'rial handling monthly, and the 
“Flow Directory.” 


for your advertising in the 


OUR advertising in the News produces more sales for 
every dollar spent. There are two good reasons: 
1. More attention is paid to your advertising in the 


News. 2. More people read the News. 


Recently in an independent survey made by R. L. 


IN CIRCULATI 


WEEK DAYS 


138,84 


SUNDAYS 


for March 31, 1948 


AN ALL-TIME HIGH 


93,839 


Based on ABC Publishers’ Statements 


MU, N 


DAYTON NEWS 


Polk & Company one family in every twenty in Dayton 
was asked: “In what newspaper do you pay the most 
attention to advertising?’’ The answer was overwhelm- 
ingly in favor of the News. A total of 65.57% of all 
those interviewed said ‘The News.’ A two to one 
verdict! 

In the News your advertising not only gets more at- 
tention, it reaches more buyers. Both week-day and 
Sunday circulation is at an all-time high. The week-day 
circulation is 93,839, or 53% greater than in 1939. 
Sunday circulation is 138,847, a gain of 125% over 


ON 


1939. No paper in the history of Dayton has ever come 
close to such gains, or to such complete total coverage. 

Take advantage of the greater, all-inclusive coverage 
of the News. Take advantage of this vast “pre-sold” 
audience. The News alone can do the job in the rich 


The Dayton Daily News 


Represented nationally by Sewyer, Ferguson, Walker Co. 


] 


Ben Larson, art director of Mc- | 


Cleveland, has} 


Advertising Age, July 19, 19.8 


,using families, and the larg-r 
number of families buying the 
product, the following amazi:g 
shift in purchases among pane! 
families is shown for the si-:- 
month period: 


Butter Outsold 
by Margarine 


Pounds Boughi 


° Month Butter Margari)e 
in Vieveian August, 1947 ...1,241 623 
Sept., 1947 ..... 1,003 907 
Oct., 1947....... 1,009 913 
‘Cleveland Press' Nov., 1947 1,034 967 
| . Dee. 1947 ..... 1,018 1,087 
Study Shows Drastic Jan., 1948 ..... 933 1,106 


Six-Month Change Interesting, also, is the Cleve- 
land Press’ analysis of what his 
CLEVELAND—The amazing gains | happened to individual margariie 
Listing 19 brands, with 
| garine has won—at the expense of | their month-by-month individual 
butter—are blueprinted in a new! sales records for the six-month 
booklet, “What’s Happening to| period, the Press says “Four 
Oleomargarine in Cleveland,” | brands failed to keep pace with 
which has just been produced by| the market, which went up 78% 
the Cleveland Press. These were All Sweet (Swift), 
The report is based on findings! whose sales went up, but only 
of the consumer panel conducted | 9%; Nutley, whose sales remained 
by the Press, which is run under|the same; NuMaid, whose sales 
the direction of the bureau Of|remained about the same; and 
business research of Cleveland | Good Luck (Jelke, just purchased 
College, Western Reserve Univer-|py Lever Bros.), whose sales 
sity. The panel consists of 500/ went down 19%.” 
Cleveland families who keep daily 
records of purchases of 26 gro- Sales Gains Uneven 
cery and 25 wearing apparel) Ajj Sweet, the leader in sales 
items, and report them monthly | yolume in August, is still well out 
to the college. in front, but its percentage of to- 
tal sales declined in the six-month 


Taking the butter and mar- 
garine figures produced by this period from 56.3 in August to 
panel, the Cleveland Press study,|346 in January. On the other 
prepared by S. J. Dilenschneider, | hand, Delrich (Cudahy), which 
genera] advertising manager, | accounted for only 1.5% of total 


traces what has happened to the | cajes in August, and was in 12th 


|\two table spreads_ since last | place, moved up by January to 

August. snare 15% of sales and capture 
Families Switch Over second position. . 

Parkay (Kraft) was in second 

In August, 1947, the study | place in August with 7.8% of the 


shows that 53.4% of Cleveland | volume, and 
|families used butter only, while| third place with 9.3%. 


in January was in 
| Durkee's, 


11.8% used margarine only, and 
33.2% used both; 1.6% of the 
families covered used neither. In 


|which was sixth in August with 
'4% of the sales, was fourth in 
| January with 8.3%. On the other 


_ that month, 433 families bought| hand, Good Luck, which was 


pounds per family), 


1,241 butter (2.87 


while 225 


pounds of 


fourth in August with 4.3% of to- 
(tal sales, had slid to 10th place, 


families bought 623 pounds of| with only 2.1% of sales, by Janu- 
|margarine (2.77 pounds 


per | ary. 
family). | a ES 
By January, 1948, only 29.8% | ° 
of the families were exclusive but- | Pabst Transfers Morris; 
ter buyers, whereas the per cent | Promotes Perlstein 
of exclusive margarine buyers had) jf |, Morris, vice-president in 
climbed to 25%, and 44% of the charge of advertising for Pabst 


panel families were buying both. | Sales Company, Chicago, has been 
In six months, the number of “ex-| transferred to the Los Angeles 


|clusive margarine families” 


had 


|/more than doubled, and the total 
/number of families using mar- 


garine had 


| whereas the total number of fami- 
| lies using butter had declined by 
/almost 15%. 


| Press 


At the same time, the Cleveland | 
“the per family | 


reports, 


|/consumption of oleomargarine in- 


creased monthly until it now ex- 
ceeds that of butter.” 
ary, families which buy margarine 
bought 3.21 pounds per family, 
whereas families which buy but- 
ter bought only 2.53 pounds per 
family. 


Taking account of both the 


larger purchases of margarine by 


increased by 53%, | 


In Janu- | 


|Brewing Company, Los Angeles 
| subsidiary of Pabst, as vice-presi- 
|dent and sales and advertising 
| manager. 

| Nathan Perlstein, advertising 
| manager of Pabst Sales Company, 
|has been named director of ad- 
|vertising of the company, with 
headquarters in Chicago. 


Appoints Evans 

Keith H. Evans, formerly vice- 
president and account executive 
of Western Advertising Agency, 
Los Angeles, has been appointed 
representative in California nd 
| Arizona for the California Dairy- 
man, Hynes, Cal. He also will rep- 
resent Western Buyer and W.'st- 
ern Grower & Shipper. 


— 
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For 24 years, farmers in Kansas and 
nearby states have turned to WIBW 


for dependable service and preferred 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON—Sales of U. S. de-, 
partment stores in the week ended 
July 3 were about the same in 
dollar volume as in the preceding | 
week, and more than a fourth 
greater than in the first week of 
July last year. 

The Federal Reserve Board’s re- 
port for the week ended July 3 
shows sales up 27% over the cor- 
responding 1947 week. The board | 
pointed out that the big gain re-| 
flects an extra day’s business, for 
stores were closed Friday, July 4, 
1947. 

All cities reported sales gains | 
for the week. These ranged from 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to July 3, ’48* . p263 


Week to July 5, ’47*. 
Week to June 28, ’47* .245 
Month of May, °48...309 


Week to June 26, 48*.262 |] — 
207 |i 


Month of May, ’47...289 


pPreliminary. 
*Not adjusted seasonally. 


a low of 7% in St. Joseph, Mo., | 
to a high of 61% in Portland, Ore. | 
District gains ranged from 18% | 
in the St. Louis (eighth) area to| 


38% in the Richmond (fifth) dis- 
trict. 
Yr.-to-Yr. % Gain 


Year Mo. Week 
Federal Reserve Jan.- of July 
district and city Apr. May 3 
UNITED STATES. 8 3 27 
Boston District ... 2 --4 27 
New Haven ..... 3 —d 13 
EE. Sas o weas 4 2 —i 28 
Springfield ..... 7 --1 27 
Providence ..... 1 —5 16 
New York District 6 2 37 
NEE a xkseees 5 4 31 
eae 12 1 33 
NOW BOOM ec ctee 5 1 38 
Rochester ...... 11 3 38 
SYPMGNGS ..vccecs 7 —!1 36 
Philadelphia Dist.. 11 5 29 
Philadelphia .... S 3 29 
Cleveland District. 10 3 29 
| Geet AFT eae 7 5 29 
Cincinnati ...... S 1 19 
Cleveland ...... 11 3 27 
CORMMIRGS 2. esc 11 x 30 
TE -saetiseve 10 4 22 
Pittsburgh ..... 7 4 37 
Richmond District. 5 0 38 
Washington ) —t 48 
Baltimore ...... 3 5 29 
Atlanta District... 8 3 28 
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|'M THE OFFICE BOY... 


| SET THIS AD IN JIG TIME!” 


Even the boss has stopped beefing | 
about typesetting delays and high || 
co-ts. Why? Fototype can be set for |. 
photo-reproduction in a matter of |) 
minutes, not days. | 


This ad is a typical example of Foto- 
ty ve in use--self-aligned, professional 
lo king. Costs? We're saving upto 90 | | 
per cent over regular metal typeset- | | 
ti.g bills. Simple? Anyone can set it-- 
you, your steno, or the office boy. 


‘cite for your copy of afree catalog | | 
d splaying a large variety of type 
f: ces and sizes to fit your needs. 
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San, Antonte 0 T 28 |To Bodine & Meissner Stevens Names Pinkham 
San Francisco Dist. 8 5 r25 ; 
| Los Angeles Area 0 —1 15 | Bodine & Meissner, Los Angeles, | Stevens Publications, Inc., Los 
| Oakland ....... 10 3 14 |has been named to handle the ad- | |Angeles, publisher of Drive-Inn 
een. oe $2} | vertising of L. A. Nut House, Los} Restaurant & Highway Cafe Mag- 
| Salt Lake City.. 6 6 + |Angeles, maker of peanut butter | qzine, has named James B. Pink- 
CEE. cbs cduie: 3 —1 18 = potato chips. A a: ham editorial adviser to the com- 
y — \chase premium promotion, bac tate editer af te 
Birmingham 12 11 — | gutetted | by trade, newspaper and radio ad- pany and associa e edito 0 e 
|” CS PS 7 1 26 a vailabl be . ; trade publication. Mr. Pinkham 
IS ees 8 4 21 | *Data not available. vertising, will be launched in the was fermerty head of the publlians 
New Orleans ... 138 6 27 | at cae aap ita /southern Caiifornia market. tions department of Lockheed 
a , 18 : 96 ‘Hartford Adclub Elects | Aircraft Corporation. 
Chicago ........ 6 —4 27 | The Advertising Club of Hart- Rheem Names Two V.P.s — 
Indianapolis ... 3 1 36 | ford has elected John R. Callahan, (Clifford V. Coons. general man- | 
5 20 , g | 
ne ake ards + : 9, | assistant advertising manager of ager of sales, has been appointed | NOW OVER 
on feo Distrtet. 9 >» ig |the Hartford Times, president. | vice-president in charge of sales 
Little Rock..... 8 4 26 |Other officers elected are: Ist/of Rheem Mfg. Company, New 
Louisville ...... 14 1 50 | vice-president, J. E. Allen, Fuller | York. G. M. Greenwood, treasurer 
St. Louis ....... 8 1 8 |Brush Company; 2nd vice-presi-|and a member of the board of 
SECURES <4» +- > : ® 36 |dent, Walter C. Johnson, Station | directors, has been named vice- ST. JOSEPH NEWS-PRESS 
ag neo ; ; me WTIC; secretary, Florence G. president and treasurer, with) $1.3 © at 
St —““?’ . rt Re 3 + |Farrell, Hartford Chamber of) headquarters in San Francisco. t. Joseph Onzette 
Duluth-Superior 15 13 «+ |Commerce, and treasurer, Elena | 
| Kansas City Dist.. 8 6 20 |N. Petrini, Aetna Insurance Com- | 
DGMVEP ccceccces 4 4 20 pany. | 
Wichita ........ 9 9 14 } 
Kansas City .... 11 5 17 
St. Joseph ...... 1 0 7 |To Lockwood- vood-Shackelford 
ee en City.. - os ~ Tom Ross, formerly account | : 
ee Seek Seek 68 executive of Tullis Company, has | 
Dallas District .-. 12 14. |joined Lockwood-Shackelford Ad- | 1200 West Lake Street 
Fort Worth .... 11 3 16 |Vertising Agency, Hollywood, in al a phone TAYlor 4260 
Houston ....... 25 18 36 |similar capacity. Chicago, Illinois 


IDENTIFY 
YOUR 
PRODUCT 5 


OUR 75th YEAR SERVING / 
THE BUILDING PRODUCTS FIELD / 


/ 


with the progress of the industry in this Historical Edition 


TULA ME 75th ANNIVERSARY ISSUE 


/ TO BE PUBLISHED SEPT. 11, 1948 — CLOSING DATE AUG. 31, 1948 


/ 
/ 
/ 


/ 
/ 
/ 


/ has been serving this great industry. 
/ The story of progress in sales methods, merchandising and pro- 
/ motion. In store and building design. In building equipment and 


materials. 


/ 
/ 
/ 


An analysis of current trends... . 
expect. And, most important, a look into the future. 
Tell dealers and jobbers in this edition—sure to be kept as a permanent 
record—about the progressiveness of your company’s policies . . 
product improvement story and what you are now doing to provide even 


A complete and authoritative record of the progress made in the 
lumber and building products field in the 75 years AL/BPM 


where they are leading . . . what to 


. your 


/ better products in the future. Tell how your product is making today’s 


/ homes more comfortable, more convenient, more durable and more eco- 
/ nomical. AL/BPM—with the largest net paid circulation, now over 21,000 
/ —is read by more dealers, more wholesalers, and carries more advertising 


/ than any other magazine in the building products field. The demand for 


additional copies of the ‘‘Progress” issue assures advertisers the greatest buy 
(lowest cost per M readers) ever offered in the lumber and building pro- 
ducts field. ACT NOW TO MAKE YOUR PRODUCT A PART OF THIS 
/ GREAT “PROGRESS” ISSUE. 
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BUILDING PRODUCTS MERCHANDISER 


INDUSTRY — PUBLISHED EVERY OTHER SATURDAY 
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Adds Wahler Shotwell Starts 
Joseph C. Wahler, formerly 


western manager in the Chicago Drjye for Colored 


office of National Geographic, has 


joined the Chicago sales staff of 
U. S. News & World Report. Marshmallows 
Cuicaco—Puritan Rainbow- 


Purchases : Colored marshmallows are being 
h alien WS | introduced for the first time in 
c —- Pag fag rng mn i six years by Shotwell Mfg. Com- 
» mas Som 5 y |pany here in a national drive 
Newspapers, Inc., to the New)|**. di 4 de tend b 
Hanover Broadcasting Corpora-|US!"8 radio and six trade pub- 


tion, headed by J. S. Brody of | lications. 
Sumter, S. S. f 4 | Colored marshmallows, which 


a ‘Shotwell claims as an exclusive, 
Costigan Named V.P. | were discontinued when sugar be- 
John F. Costigan, account exec- | 


|came scarce at the start of the 
- : -- | war. Howard J. Roeser, director 
— - pt Aabbestieing of sales, said that the company 
Agency, Milwaukee. now has reached capacity produc- 
tion and is believed to be the 
largest marshmallow producer. 
Black-and-white page ads are 
appearing in July and August in 
Progressive Grocer and Syndicate 
Store Merchandiser and half- 
| pages in Candy Industry, Confec- 
tionery-Ice Cream World, Interna- 
tional Confectioner and Super- 
market Merchandising in the 


VIC TAKE & ASSOCIATES 


ARCADE BLOG ° SAINT LOUIS 


same months. 

The colored product also is be- 
ing featured on the company’s 
half-hour “True or False” show, 
heard at 5:30 p.m. Saturdays over 
Mutual, on which a five-week 
recipe contest is offering 10 Sun- 
beam Mixmasters as prizes weekly. 
The drive, under way about three 
weeks, has brought “good accept- 
ance” so far, Mr. Roeser claims. 
Shotwell also makes Hi-Mac and 
Big Yank candy bars. 

Wade Advertising Agency here 
handles the account. 


Bury Joins Chelsea | 
A. C. Bury, formerly advertis- | 
ing and sales promotion manager | 
of John H. Graham & Co., has 
joined Chelsea Advertising, New 
York, as an account executive. 


Wheeler Promoted 


Franklin C. Wheeler, vice-pres- 
ident, has been named executive 
vice-president of Brisacher, Van 
Norden & Staff. He will continue 
to be located in the San Francis- 
co Office. 


=. 


Most Useful Medium for 


Farm Equipment Manufacturers 


QUESTION sent by Implement & Tractor Journal to Mis- 
souri and Kansas farm implement dealers—“In which 


of the following farm papers would you prefer to see 
the factory advertising of the lines you sell?” 


REPLIES: 


The Weekly Kansas City Star.................407 


Second Kansas Farm Paper................--: 
Second Missouri Farm Paper...... . 


.198 
ery) 


yA Pr FB. 


Write for complete survey by Implement & Tractor Journal 


containing detailed dealer-preference data. 


Address The 


Weekly Kansas City Star, Kansas City, Mo. 


Che Weekly 


cansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441.392 Phid-in-Advanee Subseribers 
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INNOVATION—The new city-block-square Omaha World-Herald plant is be 

lieved to be the first for a metropolitan newspaper that concentrates the 

mechanical department on a single floor, eliminating slow elevator traffic anc 
emulating an industrial production line. 


‘World-Herald’ 
Plant Unique One- 
Floor Operation 


OmaHA—The World-Herald 
here has moved into a new two- 
story plant covering an entire city 
block, believed to be the only 
metropolitan newspaper plant 
with a mechanical department lo- 
cated on one entire floor and op- 
erated like an industrial produc- 
tion line. 

The new plant on the edge of 
this city’s business district re- 
places the World-Herald’s eight- 
story building in the heart of the 
city. Designed with the coopera- 
tion of architects, department 
heads, mechanical superintendents 
and the publisher, it is aimed at 
providing faster operations and 
reducing labor by means of a 
“horizontal” production line. 

News, photo and advertising 
copy departments are on the sec- 
ond floor. Copy is sent down- 
stairs by pneumatic tubes. The 
engraving and stereotyping de- 
partments and composing room 
are adjacent at one end of the 
first floor mechanical plant. Print- 
ing plates are conveyed mechan- 
ically to the adjoining press room 
from which the printed news- 
papers travel on overhead convey- 
ors to the mail room for bundling 


and conveyance to the loading 


dock. 
No Elevator Bottleneck 


The new plant eliminates for- 
mer slow, bottleneck elevator traf- 
fic in the production of the World- 
Herald’s 13 editions a week total- 
ing 350 tons of newspapers. 

Glass brick walls and glazed 
tile walls with windows of blue 
cast admit daylight while reject- 
ing the heat of direct sunlight in 
the mechanical department, which 
occupies most of the main floor, 
Incandescent and fluorescent fix- 
tures provide mechanical lighting. 
Working space totals 125,000 
square feet. 

The World-Herald was founded 
in 1885 as the Evening World by 
the late Senator Gilbert M. Hitch- 
cock, whose son-in-law, Henry 
Doorly, is now publisher. Mr. 
Doorly. started with the news- 
paper July 1, 1903. 


Appoints Everard 

James V. Everard, sales mana- 
ger of Faries Mfg. Company, De- 
catur, It, for the past 12 years, 
has been appointed general sales 
manager of National Aluminum 
Mfg. Company, Peoria, Ill., maker 
of pressure cookers and household 
utensils. 


Garlough to Meermans 


Jay P. Garlough, who resigned 
as president of Campbell Sanford 
Company, Cleveland, will join 
the creative and contact staff of 
Meermans, Inc., Cleveland agency, 
}on Aug. 1. 


1/1000 of 
measure the 
with 


We don't think 


547 SO 


... after all, what’s a micron? 


Not much, we'll admit. It takes 25 microns to make 


an inch. So are we being too careful when we 
etched depth of every Laurence photoengraving 
our recently installed Microscopic Depthometer’ 
so—nor do our clients. They like the way we 
now indicate on every proof the exact dept) — 


in microns —of highlights, middletones and shadows. 
It shows how hard we work to reach perfec'ion. 


LAURENCE, INC. 


for quality photoengravirgs 


UTH CLARK STREET + CHICAGO + WABASH 6 '84 


Here’ s the 
“CERTIFIED DEPTH” 


SOUS SP (25 microns —1/1000 in) 


j 

- CERTIFIED DEPTH 
The etched depth of this piate has been 
measured by Laurence Inc. with 


nett 
' 


Sin the Microscopic Depthometer 


stamp. You'll find 
it only on proofs 
from Laurence. 
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Advertising Age, July 19, 1948 


Ruling Restricts 
Agents Bartering 
Export Licenses 


WASHINGTON — The Commerce 
Department’s Office of Interna- 
tional Trade issued stringent reg- 
ulations last week in an effort to 
curb the activities of agents who 
“traffic” in export licenses — or 
their alleged ability to get them. 

Since the creation of the Euro- 
pean Recovery Plan, with its vast 
program for overseas help, OIT 
has experienced a noticeable in- 
crease in the number of individ- 
uals who are interested in repre- 
senting firms engaged in sales to 
ERP—and non-ERP countries. 

They believe their services will 
be retained at attractive figures 
by firms bent on obtaining the 
documents necessary for shipping 
scarce goods to foreign markets 
where goodly fortunes are to be 
made. 


Will Limit Functions 


Under OIT rules, the govern- 
ment is attempting to dampen this 
kind of activity by limiting the 
functions of the export agent. 
Equally important, it prohibits 
“trafficking” in export documents, 
including any attempt to adver- 
tise them for sale. 

Exporters’ agents are recog- 
nized as “legitimate” in acting in 
behalf of the exporter in submit- 
ting license application, collect- 
ing information on data and allo- 
cations, or participating in pro- 
ceedings before OIT. 

But they must not: 

1. Attempt to influence OIT, 
customs or postal officials through 
gifts, promises or bribes; 

2. Claim special influence over 
any OIT official, and solicit busi- 
ness on that basis; 

3. Charge a fee wholly contin- 
gent on the granting of the li- 
cense, or 

4. Intentionally violate export 
regulations. 

The OIT regulations, contained 
in Current Export Bulletin No. 
467, specifically make it illegal for 
any person to “receive, use, alter, 
assist in or permit the use or 
alteration of” any export control 
document. 

Without specific OIT permis- 


WATCH 


ST. PETERSBURG 


Florida’s Fastest Growing City 


In 7 years St. Petersburg LEADS 
Florida’s 3 other major cities. 


ST. PETERSBURG 


Population Gain 48.5% 

Retail Sales Gain 269. % 
JACKSONVILLE 

Population Gain 84.4% 

Retail Sales Gain 239. % 
MIAMI 

Population Gain 18.2% 

Retail Sales Gain 222. % 
TAMPA 

Population Gain 21.6% 

Retail Sales Gain 211. % 


1940 population U. S. Census 
Other figures from S. M. Survey 
St. Petersburg is a market you cannot 
afford to neglect. TIMES Circulation 
fives you 91% City Zone coverage in 


& market of 100,000. See our Nat’l 
Reps. for further facts. 


ST.PETERSBURG, FLORIDA 
oy TIMES :..., 


Represented by 
THEIS & SIMPSON CO., INC. 


New York © Detroit © Atlanta 
Chicago 


V. J. Obenaver, Jr., in Jacksonville 


sion, no change may be made in 
any export control document with 
respect to the named parties—the 
licensee, the ultimate consignee or 
the intermediate consignee. 

Under no circumstances may | 
the holder of an export license 
advertise an offer to sell or trans- 
fer it, even if the offer is condi- 
tional on OIT approval of the 
new consignee. 

Similarly, no person may offer 
to purchase either an export li- 
cense or the privilege of using 
it. Advertisements offering or 
soliciting the sale or purchase of 
goods for export are banned if) 
the advertised offer is conditioned | 
on the seller’s or buyer’s | 


ing a license to export the goods 
in question. 


U.S. Rubber Shifts Eldred 

Dwight B. Eldred has been ap- 
pointed assistant sales manager 
of the U. S. Tires division of 
United States Rubber Company, 
New York. He was formerly cen- 
tral division manager of the divi- 
sion in Chicago. 


‘ 
s 
‘ 


On WSBT, every CBS 
show has a Hooper — yighet 


that’s higher... 
e5: 2 


tigs% 


now g 


‘age 


WSBT Hooperatings on all CBS shows are 
higher than the national ratings. Not just 
a little higher, but much higher —23 to 202 


per cent!* And no other station, either local 


2% {0 


CBS + 960 KC sou I H BE ND 


5000 WATTS 


or out-of-town, even comes close in Share 
of Audience. It is WSBT— and only WSBT 
—that gives you blanket coverage of the 
South Bend market. 
* Hooper Report, Fall-Winter 1947-48 
PAUL H. RAYMER COMPANY * NATIONAL REPRESENTATIVE 
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“MINUTE 
MOVIES” 


in over 
11,000 Theatres 
Give You All 
the Advantages 
of Television 


GENERAL SCREEN ADVERTISING, INC. 


ie 


fe i eee 4&.f, AB, ort ASE ae i 
emma ' eee .. £2. 9 © Bee ad he a r 


M £ i ; 


PLUS COLOR 


“MINUTE Movies”, now available on regular schedules in 
approximately 11,000 of the 17,000 U. S. motion picture 
theatres, offer you not only sight, action, sound — but the 
fourth dimension of full rich colors that really glamorize 
your merchandise and your story. 


PLUS GUARANTEED MASS AUDIENCES 


“MINUTE Movies” are sold at a reasonable rate per thousand 
attendance. You pay only for what you get — and you know 
you are getting undisturbed audiences who in darkened 
theatres must focus their attention on a huge screen. 


PLUS SELECTION OF OUTLETS 
TO FIT YOUR NEEDS 


You can purchase “MINUTE MoviEs”’ nationally, regionally, 
or by city areas. They enable you to select your audiences to 
tie in with your distribution wherever you wish — and know 
positively that you reach them. “MINUTE MoviEs” have been 
carefully tested — and continuously used by some of the 
country’s shrewdest advertisers. 


Because of our many years of experience—and the complete- 
ness of our service — we have the largest file of ‘success 
stories” available anywhere on advertising motion picture 
shorts screened in theatres. If you want the facts, rates 
and complete information on this remarkable advertising 
medium, write or call us today. 


NATIONAL HEADQUARTERS FOR MINUTE MOVIES 
2300 Wrigley Building, Chicago 11 * 500 Fifth Avenue, New York City 18 
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To Buy Newgren Co. 


a chase of Newgren Company, an 
a agricultural equipment manufac- 
ie turing subsidiary of Monroe Auto 
‘ Equipment Company, Monroe, 
ae Mich. The purchase would be by 
ao an exchange of stock. 


Rejoins Curtiss-Wright 
Mark E. Nevils has resigned as 
director of the news bureau of 


Curtiss - Wright Corporation, New 
York, as public relations manager. 
He had been publicity director of 
Curtiss - Wright for seven years 
before joining Eastern in 1945. 


' Py. biggest 
s] othing like them 
‘ where. 100 new subjects 


Write - on Ri 
proofs No. . No - 
tions. ATCHERS 


EYE*C . 
10 EB. 38 &t., N. ¥. C. 16 


Don Lee Stations, 


American Bantam Car Com-|, 
pany, Butler, Pa., has asked its | 
stockholders to approve the pur-| 


Eastern Air Lines to return to) 


radio news bureau chief. It is ex- 
pected the arrangement will give 
Don Lee television news breaks 
as they happen. 

Of wide interest in the news- 
paper and television industry is 
that part of the agreement which 
permits the station to televise cer- 
tain local INS photos. Another 
feature is provision for the trad- 
ing of time on KHJ for space in 
the Examiner. Signers of the pact 
were Lewis Allen Weiss, execu- 
tive vice-president of Don Lee, 
and Richard A. Carrington Jr., 
publisher of the Examiner. 


L. A. Examiner’ 
Sign Co-op Pact 


HoLitywoop—The Don Lee Mu- 
| tual television Station KTSL and 
Station KHJ, and the Los Angeles 
Examiner have signed a long term 
pact which makes exploitation, 
source materials, professional and 
technical staffs of both organiza- 
‘tions mutually available. 
| The agreement includes televis- 
ing daily at least four station- 
|break patterns of the Examiner | 
|masthead, and the televising, di-| Trade Group Elects 
rectly or by film whenever prac-| ‘Tye M. Lett Jr., director of ex- 
ticable, of Examiner - sponsored | ports, Crosley division, Avco Mfg. 
events. | Corporation, has been elected 

The video station will make) president of the Foreign Trade 
available any of its canned film|Club of the Cincinnati Chamber 


to the Examiner; KHJ will credit|of Commerce. af Sg officers 
the Examiner as a news source on | pan no See ~ cage er 
its newscasts. Stories and news | President; “T. > & ote. wiee- 
tips will be exchanged by city| president of Gustav May & Co., 


editor Jimmy Richardson of the | secretary, and L. F. Farfsing, of 
newspaper and Les Mawhinney,|Henry A. Wess, Inc., treasurer. 
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have Great 


Expectations’? 


Yes. indeed! 
CAPPER 'S WEEKLY 


arrives 


| 


| 36) tomorrow! 


LIBRARIAN 


oe 
HAVE You READ 
ANYTHING 
C000 LATELY ? 
EA 


The arrival each week of CAPPER’S WEEKLY is a looked 
for event in the homes of thousands of subscriber families 
in the rich, prosperous, able-to-buy farm and rural town 


market of lowa, Nebraska, Kansas, Missouri and Colorado. 
Each issue overflows with HUMAN INTEREST editorial 
content that has made it the Feature News Weekly of the 
Rural Midwest. 


Put CAPPER’S WEEKLY on your list and watch inquiries 
and sales increase either through dealers or direct! 


Capper Publications, Inc. 


f 
912 KANSAS AVENUE 


TOPEKA , KANSAS 


Carl Brown, the Sherman & Marquette partner who manages 
the agency’s New York office, religiously takes his own bottle of 
Halo to the Rockefeller Center barber shop. He pays full fare, 
however. . . Not long ago, after sitting through an unusually dull 
speech, E. P. H. James, MBS v.p., was able to produce a couple 
of pages of cliches used by the speaker. “That man has a 1,500- 
word vocabulary,” James told the table... 

Vacations mean different things to different people. Les Dember, 
Buchanan & Co. copywriter, plans to spend his working on a screen 
original. . . 

“Red” McKittrick, Chicago Tribune, was one newspaper adman 
who didn’t get to see the sights of historic Quebec during the 
NAEA convention. He came down with a severe penicillin reaction, 
and his arm was swollen to the shoulder. . . 


BBDO FOURSOME—Here are some BBDO brass, on the links for the agency's 

annual golf and tennis outing. Left to right, Harry Payne, art director; Bruce 

Barton, BBDO chairman; Leon Hansen, vice-president in charge of the Detroit 
office, and Alex Osborn, vice-chairman of the agency. 


Charles Harrell, eastern program manager of ABC, will spend 
a part of his summer serving on the radio faculty of Adelphia Col- 
lege, Garden City, New York. . . Hubbell Robinson Jr., CBS vice- 
president and director of programs, is sporting a new look haircut— 
a short crewcut—which is right in keeping with New York’s sultry 
weather. . . , 

John MacVane, chief of the NBC United Nations bureau, has 
been elected to the executive committee of the United Nations Cor- 
respondents Association in New York. . . Edgar Kobak, Mutual 
president, is vacationing at Pine Orchard, Conn. . . Another MBS 
executive, Phil Carlin, program v.p., is due back at his desk this 
week after a vacation. . . 

Executives of Federal Advertising Agency, New York, held a 
farewell luncheon for George G. Dietrich, secretary and treasurer, 
who is retiring after 40 years with Federal. He will live in Cali- 
fornia, where he will be available to the agency in an advisory 
capacity. . . 

Curtis C. LeWald, who doubles as an account executive for Indian 
Motocycle Company at Lawrence Fertig & Co. and as a dealer for 
Indian motorcycles in Stamford, Conn., will spend his vacation— 
starting July 16—concentrating on the latter assignment. . . 


WIN MEREDITH GOLF TROPHY—The traditional golf tournament between the 

New York and Chicago offices of Meredith Publishing Co. was settled for 1948 

when the Chicago crowd won the trophy in a match held during a sales confer- 

ence in Des Moines. Here are Karyl Van (left), manager of Better Homes 4 

Gardens’ Detroit office, and Joe Eves (center), western manager of Meredith 

in Chicago, receiving the cup from E. T. Meredith Jr., vice-president and 
general manager of Meredith Publishing Co. 


Al Falk, who retires from the AFA on Aug. 16 after 18 years o! 
service, will be anything but idle in the coming years. First of a!! 
Al and his wife will tour out west-and Al will get in his annua! 
solo canoe trip down the Mississippi which he has been enjoying 
for the past 25 years. Then back to New York for the winter, afte: 
which he will build a permanent home in Davenport, Ia., plus a 
summer cabin in the Rockies and a motor cruiser on the Missis- 
sippi. . . 

Emerson Foote, FC&B president, is back at his desk after « 
41-day bout in the hospital with a strep infection in his lef‘ 
arm. . . Claire A. Wolff marked her 10th anniversary as a public 
relations counsel on July 13. . . Hill Wolfe, advertising manager 0! 
Springs Mills, became the father of a baby boy on last Father's 
Day. . . And Edgar T. Wolfe, president and publisher of the 
Ohio State Journal, Columbus, was married this month to Mrs. 
Eve May Dale of New York... 

Norman D. Waters, president of the New York agency bearing 
his name, sailed on the Queen Elizabeth July 16 for a six weeks 
trip of business study in France, Italy, Switzerland and Belgium 
combined with a visit to the Paris office of his agency. . . 
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Census Bureau's 
(948-49 Program 
Greatly Curtailed 


$5,100,000 Funds 
Half of 1946-47; 
Changes Listed 


WASHINGTON — The Census Bu- 
reau went into a new fiscal year 
July 1 with its program of current 
figures on manufacturing and 
trade sharply tailored to the pain- 
ful budget cut inflicted by the 
80th Congress. 

Reduced appropriations forced 
curtailments on many phases of 
census work, but the most diffi- 
cult adjustments fell to the in- 
dustrial surveys, and the regular 
reports for wholesale, retail and 
service trades. 

In itemizing the changes, Com- 


pointed out that Census Bureau 


$5,100,000 for current statistics, 
$1,000,000 less than it had for the 
same purpose in fiscal 1948. 

The effect of the smaller appro- 
priation is accentuated, he said, 
by the fact that heavy cuts had 


occurred in the appropriation for | 


the previous year, too. 


Drop Totals $4,000,000 


During fiscal 1947 (two years 
ago), Census Bureau had $9,210,- 
509 for current statistics, he ex- 
plained. During two years of the 
80th Congress, the activity was 
cut 45%, to the present $5,100,000. 

In revamping programs, Census 
officials sought to eliminate “less 
essential” surveys. Some of the 
industries involved have com- 
plained bitterly but the program 
is not likely to be changed. 

Eight of the 63 current indus- 
trial surveys have been entirely 
discontinued; four change in fre- 
quency from monthly to annual; 
10 from quarterly to annual, and 
12 others are reduced in frequency 
or coverage. 

The paring operation is painful 
for staff members, for many of 
the reports, such as the annual 
lumber survey, go back many 
years, and others are for the con- 
venience of some of the bureau’s 
most loyal supporters. 

In general, the bureau has at- 
tempted to resolve its doubts by 
the application of this two-fold 
yardstick: 


Measures Necessity 


1. Is it a “public interest” 
commodity? In other words, is it 
something essential to a public 
program, such as defense, or hous- 


| 


ing, or some other “problem” area | 


where facts are critically needed? 

2. Is it a basic item? In other 
words, does it represent so large 
a part of the industrial machine 
that the changes in the economy 
cannot be accurately gauged with- 


out it? 
While staff officials concede 
| that there have been some depar- 
|tures from these general rules, | 


| 


household furniture; gloves and 
mittens; women’s and children’s 
underwear; children’s and infants’ 
outerwear; knit outerwear; cotton 


Kayser to Use Video 
for Fit-All Hosiery 
Julius Kayser & Co., New York, 


‘they say that the program morejand rayon finished goods; stocks| Will display Fit-All hosiery on 


|}and more centers around them. 
| The issue of public participation | 
‘in the collection and dissemina- | 
|tion of industry data has been re- | 
peatedly raised by congressional | 
committees which question wheth- 
er any of this work should be 
done by government. 

The revised program is de- 
signed to continue series where | 
the public interest is most obvi- 
ous, and where no private organ- 
ization does or will do the job. 

Since the revision, the bureau 
has confined itself almost entirely 
to industries with a gross product 
of over $100,000,000. Many of the 
industries range into the billions. 

Reduced census activity will be 
particularly obvious in the series 
on wholesale, retail and service 


|}merly a monthly, is reduced to a 
|curtailed quarterly basis. 
merce Secretary Charles Sawyer | 
/monthly basis, but only for the 68 | 
must operate during fiscal 1949 on | 


trades. Service trade reports have 
been entirely eliminated. A gen- 
eral report on wholesaling, for- 


Retail 
trade reports continue on a 


areas in which the Census Bu-| 
reau maintains permanent field | 
offices. | 


Foreign Trade Data Reduced 


The monthly report on whole-| 
sale credit and collections has) 
been entirely eliminated. Deleted 
service trade and business reports 
include monthly data on beauty 
shops, cleaning and dyeing plants, 
power laundries, linen supply 
services, and the report on occu- 
pancy of public warehouses. The | 
monthly report. on wholesalers’ 
stocks of canned foods remains | 
in doubt. 

In revamping the monthly re-| 
port on retail trade to the facilities | 
available through its 68 field) 
offices, Census Bureau will be able 
to provide national retail figures, 
as well as figures for major cities 
in the 68 areas. It discontinues fig- 
ures for 75 cities outside these 
areas, formerly collected in co- 
operation with local chambers of 
commerce. 

Important curtailment in for-| 
eign trade statistics will take | 
place during the year, and six an-| 
nual reports on the finances, em-| 
ployment and payrolls of state 
and local government have been 
discontinued or postponed. Less 
complete data will be provided on 
finances, employment and payrolls 
of individual cities. 


Changes Detailed 


The eight current industrial 
surveys to be discontinued cover 
the production of porcelain enam- 
eled products; electric power 
plants; lumber scales and bal- 
ances; chinaware and _ kitchen- 
ware; gelatin, glue and boneblack; 
lawnmowers and _ wheelbarrows, 
and trailer coaches. 

The four surveys changing from 
a monthly to annual basis are 
steel power boilers; and farm 
pumps. The quarterly surveys 
switching to an annual basis cover 


} 
| 


This is the dominant 
publication serving 
an industry selling 
$700,000,000 worth 
of house-heating oils 
annually to the U. S. 


Pha 


of wool and related fibers; knit 


cloth for sale; electric lamps, and | 


refrigeration equipment. 

Other industry surveys with 
curtailed frequency and coverage 
involve paints; pulp and paper; 
consumption of raw wool and 
machinery activity; knit under- 
wear; men’s and boys’ clothing; 
women’s and misses’ outerwear; 
cast iron products; steel castings; 
non-ferrous castings; metal con- 
tainers and closures; 
equipment, and clay construction 
products. 


Adds Four Accounts 

Thomas & Delehanty, New York, 
has been appointed to handle ad- 
vertising of Harry Winston, Inc., 
New York, jewels; Rahr Malting 
Company, Manitowoc, Wis.; Sea 
Isle Beach Club, Atlantic Beach 
East, L. I, and Premier Decora- 
tions, Inc., New York. 


heating! 


|television starting Sept. 9. A five- 
minute weekly film, titled “The 
|Girl of the Week,” will spotlight 
outstanding career women. The 
telecast will be carried on the 
NBC network. Cecil & Presbrey, 
New York, is the agency. 

Commercial announcements will 
‘feature _ Kayser’s new Fit-All 
|meter, which the company ad- 
vances as the perfect method of 
idetermining the correct stocking 
| length. 


Industrial Admen Elect 


The Industrial Advertising and 
Marketing Council, western New 
England chapter of NIAA, has 
elected Fred Emerson, Spartan 
Saw Works, Inc., president. A. W. 
Tucker, Henry G. Thompson & 
Son Company, has been named Ist 
vice-president, and William Bos- 
trom, Edwards & Co., 2nd vice- 
president. George Lepak, Trum- 
bull Electric Company, has been 


| 


elected secretary-treasurer. 


TAB Elects Reed 


| Dr. Vergil Reed, associate direc- 
|tor of research of the J. Walter 
| Thompson Company, New York, 
|has been elected president of the 
| Traffic Audit Bureau, New York. 
|R. M. Gray, advertising manager 
of the Esso Standard Oil Com- 
pany, New York, was elected vice- 
president and Kerwin Fulton of 
Outdoor Advertising, Inc., secre- 
tary-treasurer. 


remember 
Business 


For Signs That Meet Rigid Specifications 


Buy Aretha Zh’ ~ susie a 


KANSAS CITY & missOouR! 


WESTERN AUTO SUPPLY COMPANY 


GENERAL OFFICES 2107 GRAND AVENUE 


Mr. Morton L. Clark, President-Treasurer 
Artkraft Manufacturing Corporation 
Lima, Ohio 


Dear Mr. Clark: 
Stores throughout the country. 


minimum of expense. 
on the majority of these signs. 


tion so nearly "trouble-free". 


the signs. 


that would meet our rigid specifications. 


CDS: EB 


November 6, 1947 


The CIRCLE ARROW SIGN is individual in design and has served to 
identify and attract attention to the hundreds of Western Auto 


It was built to last many years and engineered to operate at a 
Our repair bills have been very reasonable 


We cannot take credit for the low cost of maintenance <- that 
credit is due the Artkraft Manufacturing Corporation and their 
efficient, skilled mechanics, for building a sign that could funce 


We cannot take credit for durability of the signs -- that also 
belongs to the factory who selected the right material for building 
We do take credit for selecting a company qualified to produce signs 


Corporation have met these requirements, and have turned-out 
quality store identification signs for us for many years. 


Very truly yours, 
C.D. Sturm 
Display Manager 


Artkraft Manufacturing 


Cc. D. STURM 


DEALER SIGNS 


Make Your National Advertising 5 Times as 
Effective . . 


. Increase Your Sales 14.6%** 


Certified audited records show Artkraft* 
signs to be 999/1000 perfect over a period 
of years. 


Artkraft* has again set the pace with an entirely new insulator for its neon displays, 


an exclusive feature that 


can be found on no others. 


This new insulator is made of boro-silicate, a heat-resistant glass, and is of the same 
type used in high voltage transmission lines. It has a stainless steel clip for holding 
the open bus bar—another Artkraft innovation—as well as a stainless steel base. 


For over a quarter century we have regularly served 


leading merchandisers including Western 


inghouse, Frigidaire, Delco-Heat, Shell, A & P, Pitts- 
burgh Paints, Lowe Brothers Paints, Dupont, Red & 


White Food Stores, and many others. 


‘ 


SIGN COMPANY 


Division of 2xtéra4¢*Manufacturing Corp. : Fi 
Lima, Ohio, U.S.A. : 


900 Kibby Street 


Auto, West- 


PPI eee 


THIS COUPON FOR YOUR CONVENIENCE 


( ) 


City 


FREE! 


Anrthraft SIGN COMPANY 


Division of xttraft" Manufacturing Corporation 
900 Kibby Street, Lima, Ohio, U. S. A. 


Please send, without obligation, details on Artkraft* signs and 
information on how to set up a successful dealer sign program. 


We are interested in a quantity of outdoor dealer neon signs. 
We are interested in a quantity of Porcel*-M-Bos'd store front signs. 


PTTTTITITILTITITIT ILL 


LITERATURE 


$* 
to 


“How to Set Up a Successful Dealer Sign Program” 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


*Trademark Reg. U. S. Pat. Off. —**Proved by actual audited research 
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ASRAUANS HOFFER ABD CO. 

ACHESON GRAPHITE 

ACHESON PRODUCTS 

ACHE CARD SYSTEM CO 

ADAIR REALITY AND TRUST CO. 

ADORESSOGRAPH MULTIGRAPH CORP. 

ADMIRAL ORIENTAL LINE 

AGVERTISERS WRITERS LEAGUE 

ADVISORY MARKETING COUNSEL 

AERONAUTICAL PRODUCTS 

ACTHA LIFE INSURANCE COMPARY 

ACTA INDUSTRIAL CORP 

AINSWORTH FINANCIAL SERVICE 

AIR FRICTION CARBURETOR CO. 

AIRTEMP DIVISION (Chrysier Corp.) 

A RAKE 

ALABAMA MUTUAL BLDG & LOAN 

ALABAMA POWER CO 

THE ALADOIN COMPANY 

ALORED AND CO 

ALEXANDER Fi 

ALLEGHENY STEEL Co. 

ALLEGHENY LUOLUM@ STEEL Corp. 

ALLEN WALES ADDING MACH. CORP. 

ALLIED GENERAL CORP. 

ALLIED ++ 

8. C. ALLISON AND CO. 

ALL YEAR CLs ra SOUTWERN CALIF. 

A.C ALLYS AnO CO 

ALPHA DISTRIBUTORS INC. 

ALUMINUE CO. OF AMERICA 

THE ALUMINUM coouins UTENSK CO. 
Te. 


ANHEUSER-BUSCH 
APPALACH 


RSON 
D. APPLETON AND CO 
APPLIED ARTS INSTITUTE 
APPRAISERS OF ECONOMIC FACTS 
APW PAPER CO 
aro pus enEns 


” 4 AND CO. 
ARWOLD CHECK WRITER CO. 
ARO EQUIPMENT CORP. 
BOOK BINDING CO 
ARTCRAFT REPRODUCTIONS 
ASSOCIATED AUTHORS 
ASSOCIATED GAS AND ELECTRIC CO. 


ASSOCIATION OF AMERICAN RAILROADS 
ar “ue arin 

ciry of avuaaTa 

ATLANTA pw 

ATLANTA GEORGI 

aTLARTa ano Lowey MATIONAL BARK 
ATLAS CORP. 

ATWATER KENT BFC. CO. 

AUSURY AUTOMOBILE CO. 

AUDITORIUM CONDITIONING CORP 
FELIX AVERBACH AND CO 

AUGUSTA CHAMBER OF COMMERCE 
AUTOMATIC ELECTRIC Inc. 

AUTOMATIC MUSICAL INSTRUMENT CO. 
AUTOCALL CO. 

AUTOMOBILE DIGEST 

THE AUTOPOINT CO. 

rw INVESTORS ASSOCIATION 


BAAR COMER AND CO. 
BSONS REPOR 


BALOWIN LOCOMOTIVE WORKS 
vc. Bau 
BALTIMORE ANDO O80 AR 

RE SHORES. INC. 


sauorncen Bros 
BAMBERGER. LOES AND CO. 


iY 
BANK OF THE MANHATTAN CO. 
BANK OF HEW YORK 

BANK OF NORTH DAKOTA 
SANKERS BOX CO 

BANKERS BLOG. AND LOAN 
BANKERS SUPPLY CO. 
BANKERS TRUST CO. 
BARCELONA EXHIBITION 
BARNETT NATIONAL BANK 

C 0. BARNEY 

BARMSOALL COR 


G €. GARRETT AnD CO. 
BARRETT PEN-PERCK CO 
BaRAON'S 

BARSTOW ARD CO. 

BARTON. OURSTINE (Y & E) 
BAUER AND BLACK 

BAUER POND AND Vivian 
BAUSCH AND = OPTICAL CO. 
CITY OF BAYORD 

REX BEACH 

BEACH LEATHER CO 

LL GEAR. Inc 
BEAUHMARNOIS POWER CORP 
A G BECKER AND CO 

WwW A BECKER AnD CO 

CHAS E BEDAUX INC 
BEECH AIRCRAFT CO 
BELIEVERS IW JACKSONVILLE 
BELL AND HOWELL CO 

BELLO LTO 

BELL TELEPHONE SECURITIES CO 
BELLEVUE STRATFORD HOTEL 
BENDIX AVIATION CORP 
BENEFICIAL INDUSTRIAL LOAN CORP 
BENEFICIAL LOAN SOCIETY 
BENJAMIN ELECTRIC MFG CO 
BENSINGER CABLE CODE 

BER VONDE > 
STEPHEN J GER 

BENNETT eeusTen ano gemm 
a4 pense anoco.. 

® BSERGHA 

Scrmicnee STEEL ConP 
BETTERTON COFFEE Co 

8. ANDO G MFG C 

AH. BICKMORE 

BIDDLE PUBLISHING CO 
SINKS SPRAY EQUIPMENT CO 
TED BLACK INC 

ar ioe _ 

ace ¥ 


o no co. inc 
Rupowen ouaax 


® BLANK aon co 
BLAW kwOx CO. 
HERBERT BLIZZARD AND CO. 
DUOLEY J. BLOCK 
SLOCK. MALONEY ANDO CO. 
BLUE BIRD SERVICE 
A. 8. BLUMENTHAL 
BOCA RATON HOTEL 
BOGUE INSTITUTE 
4. 8. BOLAND AND CO. 
BOLES AND WESTWOOD 
® P. BOLTON AND CO. 
BONORIGHT CO 
BOND EXCHANGE CORP. 


0 co. 
BOOK OF THE MONTH CLUB. INC. 
BOOMER HOTEL 


BOSTON GARTER 

BOSTON WOVEN HOSE AND RUBBER CO. 

THE BOSTWICK. fone. ce. 
souviE oco 


GEO. h. SURE AND CO 


puSM TERMINAL CO. 

DAVID &. GUSH 

SUSWELL SERVICE 

(WE BUSINESS SOURSE INT., NE. 

NESS BUILDERS 

SS CRARTING INST, 
3S ‘IBRADIES, INC. 

HESS OPPORTUNITIES 

WESS TALK PLANS C8, 

we @ SVINGTOR AND CO. 

i @ SVLLESSY ABD GE. 

SYLESSY £56. & BAM. CORP 

Cc. 8.1 Ane?. ae 

CAaoK 


CAMPBELL EWALD CB. 

CAMPBELL METAL WINDOW CORP, 
CANADA ORY GINGER ALE, 16C. 
CANADIAN HATIONAL RAR WAYS 
CANADIAN PACIFIC RAILWAY 
-AWAL BANK ANG TRUST C8. 


GARDER GREEE 
F UL CARLISLE (POWER COP, OF ELV) 
CARLTON, KOEPPE AND C8. 

CAROLINA POWER AND LIGHT C8. 
CARREAU AUD SREDERER 

CARRIER CORP 
CARTER GLOXONERD 
CARTER BLOTOREN CB. 

EOWAZD A. CASSIDY AND O8., INC. 
we. 0. CASSONE 

CASTLE 74S 

CATHEDRAL OF THGRAVING 
CATHOLIC CHURCH EXT. 
CAULDWELL AMO 68, 


CENTRAL MFRS. MUTUAL INS. CO. 
CENTRAL MERCANTILE BARK 
CENTRAL UNION TR. CO 

THE CENTURY CO 

CENTURY FURNITURE 
CHALFOUTE-HAODER 


CHARLOTTE Caen OF COMMERCE 
CHART STATWRERY 

CHASE NATIONAL SANK OF ©. Y¥. 
CHATTANGOGA COMMUNITY ASEDC. ; 
CHEMICAL FOUNDATION 

CHO MICAL SATIONAL BANE & TRUST CO. 
CHESAPEAKE AND GRID RA 
CHEVROLET MOTOR DIV. (GC) 
CHICAGO, SURLINGTOR ANG QUINCY BE. 
CHICAGO DAILY HEWS 

CHICAGO CVERING AMERICAN 

MICAGO HZRALO AND EXAMINER 
-MiCAGO JOINT STOCK LARD BARK 
WiC MLW. ST. PAUL & PAC. WE. CO. 
“MICAGG. §. SH. AND HW. RE 
CHICAGO AND NORTHWESTERN AWY CO. 
CHICAGO, ROCK 

CHICAGO TRIBUNE 

CHILOS COMPANY 

CLARK CHILGS 

CHISHOLM AND CHAPMAN 
CHRISTIAN HERALO 

THE CHRISTIAN SCIENCE MONITOR 
CHRYSLER CORP 

TWE CHRISTY Co. 

CINCINHAT! AUT. MACHINE Co. 
CINCINMAT! TIME RECORDER CO. 
CITIZENS MORTGAGE GO 

CITIZESS GATIONAL BARK 

CTIZERS WAT. TRUST AND GAY. GARE 
CITIZENS SAVINGS APD LOAN 

CITY CE AND FUEL 

CITY NATIORAL SARK AND TRUST CO 
CLARK PRESS 

CHARLES #. CLARNGOR 

TwE CLEMETSER Ge 

CLEWSTOR Go 

CLOVERLEAF CRYSTAL SHOPS 
COWARD W. CLUCAS 

COAL ANO ROW RATIONAL BARK 
THE COCA COLA CO 

COGGESMALL AND WICKS 

Ff WEATH COGGINS AND 8. 
COLLATERAL DISCOUNT CORP. 
COLLEGE BOOK Co 

°F. COLLIER AND SON 

COLLIER SERVICE 

COLUMBIA GAS AND ELEC. CORP. 
cou pues GCRAPHOPHONE 
COLUMBIARN CARBON CO 

coLu ee A MORTGAGE 

COLUMBIA UNIVERSITY 

COLVIN AND CO 

COLYER AND McGUIRE 

COLYTT LABORATORIES 
COMBUSTION ENGINEERING CO.. INC. 
COMMERCE CLEARING HOUSE, INC. 
COMMERCE AND FINANCE 
COMMERCIAL CONTROLS CORP 
COMMERCIAL CREDIT CO. 

C_t T. FINANCIAL CORP 
COMMERCIAL MORTGAGE CO. 

COMM. NAT. BANK & TRUST CO OF BLY. 
COMMONWEALTH EDISON CO 

THE COMMONWEALTH AND SO. CORP. 
po my - SPEAKERS BUREAU 
CONDON BR 

CONN GeNenaL LIFE ims. CO. 
MARRY CONOV 

ConsoLioated. aur MERCH. CO. 
CONSOLIDATED EDISON CO. OF W. Y. 
CONSOLIDATED GAS CO. OF WY. 
CONSOLIDATED MFG. CO. 
CONSOLIDATED TYPE Co. 
CONSOLIDATED STOCK 
CONTINENTAL CAN CO 
CONTINENTAL FIRE INS CO 
CONTINENTAL INSURANCE CO. 
CONTINENTAL MOTORS CORP 

COOK ELECTRIC = 

CHESTER 8. C 

COOPER newerr CLecTaK co. 
COPELAND PRODUCTS. INC. 

CORAL GABLES CORP 

Coro Corp 

CORN EXMANGE BANK & TRUST CO 
CORTINA ACADEMY 

COSGROVE AND CO 

COSMOPOLITAN BOOK PUBLISHERS 
COTTER ee AGENCY 
COUNTRY GENTLEME 

THE ee por StV HULLS 
THOS. #. Cow 

CRAMER postuat CwaiRn CO. 


C8. LAND P. RY 
CROCKER onman co 

ARTHUR CROSBY SE 

CROWELL PUBLISHING CO. 

THOS. Y. CROWELL 

CROWN BADGE AND yoo co 
CROWN ZELLERBACH CORP 

CUBAN NATIONAL TOURIST COMMISSION 
CURRENT OPINION 

CURRIER MFG. CO 

CURTIS PUBLISHING Co. 

CURTIS WRIGHT CO 
CUTLER HAMMER MFG. CO. 
CYCLOTRON TRADING SERVICE 


RG SUGAR CAWE IND. 
news 


WM. L. DAVIS AND CO. 
DAVIS, PIETCH ANO CO. 
THE savece CRCMIEAL cone. 


DA joel MFG. CO. 
Do Aue. nAVIGATION 
0 


A. 8 DICK CO 

DICTAPHOWE SALES CORP. 

£. ®. DIGGS AND CO. 

DILLON. —, AnD CO. 
DIRECT SELLING PUBLISHERS 


MARRY B. EOWARDS 
CDW CIGAR CO 
TWE EGRY REGISTER CO. 


ELECTRIC COMPANIES ADV. PROGRAM 
ELECTRIC POWER AND LIGHT ConP. 
TALLURGICAL CO. 


{ BERAVED $s 

OWARD BRADFORD EPPES 
QUITABLE LIFE ASS. CO. OF AMERICA 
QUITABLE ™ ro uO TITLE 
RE CHAM OF CO 

RIE RAILROAD CO. 

NST ANO ERNST 

LSLEECK MFG. CO. 


f 
FAIRWAY GOLF SU 


PPLY 
FEDERAL BOND EXCHANGE NOTKE 
FEDERAL LAND BANKS 


PROF. HT. FRUEHAUF 
MAUF TRALER CO. 


FUEL ENG. Co. 
GEORGE A. FULLER Co. 
FUNK AND 
FURLAUOREUTER AnD 
Fyva FvTees 


GALLOPIN CO. 

GALLOWAY BERRY AND CO. 
GALTER PRODUCTS. Inc. 

W. 0. GAN® AND SOW. inc. 
GANNET, par Ano caus 
GARDE WE SETTING SU 


«n veanciuls 
4. @. GARTL 
BEWERAL AMERICAN TANK CAR CO. 
senenas OIE AND pramoms co 
44) > ect 


G. V. GRACE AND Co. 
SEO. B. GRAFF CO. 
GRAHAM BROS. 
GRAHAM PAIGE MOTORS CO. 
GRAMMAR AND RITCHIE 

Gaain Lay ADVISORY BUREAU 
GRAPHIC MARKET RECORD 


HARTFORD FIRE INS. CO. 
HARTSHORNE FALES AND CO. 
HARVARD UNIVE 

®. C. HARVEY AND Co. 
HARVEY. FISK AND SONS 
FREDERICK HW. HATCH 

THE €. F. HAUSERMARN CO. 
HAVEN AND GILLESPIE AnD CO. 
PALMER MAYES 

MAYER ROYALTY CORP. 
HAYNES AUTOMOBILE CO. 
WEALTH BUILDERS 

WEALTH CIGAR CO. 

HEALTH DEV. APPARATUS CO. 


TER 1008 
aA BROS. BOESEL AND CO. 


CITY OF JACKSONVULLE 


sTocK BANK 
KANSAS DEVE —- FOUROATION 


KARDEX INSTIT 


KELLEY, paAyTon AND CONVERSE 


Of course you watch your competition! That’s why you'll be interested in these 
names. For each of the 2000 companies* they represent has a product, or service, 
that’s sold to Top Management. And these advertisers know that when they want 
to reach the men who influence buying decisions, FORBES is the place for their 
message. 


WHY? Count the reasons! 


a year.. 


$10,260. Yes 


FORBES is edited for Top Management. It talks their language. 


FORBES has the most concentrated executive circulation of any 
magazine in the general business field. 


FORBES reaches the men who influence orders for less money 
than any other magazine in the general business field. 


FORBES is less expensive because it has less waste circulation. 
When you pay fancy rates for “mass business circula- 
tion” you’re paying for people without the power to 
buy! Based on figures issued by the U. $. Department 
of Commerce, there were in 1946 fewer than 40,000 
board chairmen, presidents, executive vice presidents, 
treasurers, secretaries and directors of purchases in 
firms employing 500 persons or more. 


COST? You can buy 12 full page advertisements in FORBES . . . not for $70,000 


not for $50,000 . 


not for $30,000 . 


but for the modest sum of 
.. and in FORBES 100,000 circulation, reach the cream of the 


executive crop. That’s why more advertisers say of FORBES, “here’s 


POWER TO MOVE THE MIGHTY — AT MIGHTY LOW COST” 


*These names have been taken verbatim from our billing records . . . many have changed, some have 
ceased, others have merged . . . but taken all in all they are a fascinating record of American Business 


OCTWILER AnO CO. 

OKi€ BUSINESS BOOK SHOP 

OOOGE BROS. CORP 

DODGE OIVISION (CHRYSLER CORP.) 
PAUL C. DODGE AND CO.. Inc. 
OOENLER OVE CASTING CO 

cae” L. DOWERTY AnD CO. 


OOLE 
ates STEAMSHIP LINES 


rie ELEC 
coumme ARO DOMINIK: 
DOMORE CHAIR CO 
JAMES E. DONALOSON AND ASSOC. 
DORAN BOOK CO. 


DORR CO 

petney Ay DORAN AND CO. 
DOUBLEDAY PAGE 

eee AIRCRAFT co. 


DOW THEORY FORECASTS 
DRAKE BLACKSTONE 

fF. 4. DRAKE 

THE DRAKE HOTEL 


THE DUPLIMATIC CO 

€. |. DU PONT DE NEMOURS AND CO. 
OUQUESNE LIGHT CO 

DURABILT STEEL LOCKER CO. 
DURANT MOTORS Ly 3 

A. A. DURANTE AND 

DURKEE FAMOUS Fooos. ine. 
DURKIN. REEVES AND CO. 

DURO COMPANY 

DUR-O-LITE PENCKL CO. 

REX DOVE 
DYER HUDSON AND CO. 


EAGLE PARACHUTE CO. 
EASTMAN BUSINESS COLLEGE 
EASTERN AIRLINES 
ECOWOMY GOLF BALL CO. 


through 3 decades. 


AT ABD TARRART BF 
FNELL SYSTER, INC 


Y SERVICE 
FINANCIAL GUARDIAN PUB. CO. 
FINANCIAL INVESTING 
FINANCIAL PRESS 
FIMANCIAL PUBLISHING CO. 
FIMARCIAL WORLD 
FIOELITY PHEMIX 
FINANCING INVESTING CO. 
FIRESTONE TIRE & RUBBER CO. 

‘On CORP. 


SE) 
ww aoe C2 


t 
WILLIAM L. FLETCHER 
FLEXLUME CORP. 
FLEXROCK CO. 
THE FLINTKOTE CO. 
FLORIDA, STATE OF 
FLORIDA GROWERS 
FLOYD-JOWES. V' 


w 

FOUNDERS URITIES TRUST 
ALBERT FRANK GUENTHER LAW 
vues RTGAGE CO. 


FREAR ‘AND to. 

FRED F. FRENCH 

FRIDEN CALCULATING MACHINE CO. 
NEHEMIAK FRIEDMAN ARO CO. 
FRIGIDAIRE CORP. 


FRIGIDAIRE DIV. (GMC) 
GEORGE FROST Co. 


RAYGAR ELECTRIC CO 
GREAT WORTHERS BON 


maw 
GREAT WESTERE BwY. OF EWG 
W. 7. GREER 
GREENBAUM SONS INVESTMENT CO. 
Commence 


Suananty TRUST CO. OF © 
THE ee cm LiFe INS. CO. ‘- amen. 


EDWIN F. GUTH CO. 
AG BROS. 
Gym JUNIOR 


MADDON BIN LABEL CO. 

E. HALDEMAN-JULIUS 

HALE, WATER ARO CO. 

JAMES 6. WALL 

MALLGARTEN AND CO. 

naasey STEWART AND CO. 
WALVORSER 

MAMBLETON AND CO. 

ALEXANDER HAMILTON INSTITUTE 
MAMMACK CHOCOLATE =. 
HAMMOND TYPEWRITER 

JOUN HANCOCK MUTUAL LIFE INS. CO. 
MANSON AND HANSON 
MARNISCHFEGER CORP. 

MARTH PRINTING SERVICE 
HARPER AND BROS. 

HARRIMAN RIPLEY AND CO., INC. 
HARIS AYERS AND CO. 
HARLOWARDEN GARDEN & GREENHOUSE 
MARWISCHSCHFEGER SALES CORP. 
MARAIS, FORBES AND CO. 

HARRIS, UPHAM AND CO. 
HARRISON SMITH AND CO. 

HART O11 CORP. 

HARTFORD ELECTRIC LIGHT CO. 


pr Ponce 


4. &. HUBER, INC 

WUOSOm BOTOR CAR CE 
HUDSON SPORTING GOGDS CO. 
ALLER &. HUTTE 

\ A nuGHES 

HUGHES AND C188 

a. HORT 

MUMTIMGTOR JACKSON AMO CO. 
MURTINGTON WATER WORKS 
WUPP MOTOR CAR CORP. 


nUSH-A- 
HUSTON, GUY AND CO. 
An ‘ 


co 
WYERADE Lame ce. 


IDEAL LINOLEUM TOP Co. 
6 +o he “at THATING CO. 
LUFF, JONK M. 

ILLINOIS rowrn AND LIGHT 


INDIANA LIMESTONE CO. 
INDIANA OfF AND co. 
INDIANA TIRE AND RUBBER CO. 
INDUSTRIAL CLUB OF ST. 

0 RIAL DALLAS, 


THE INGALLS IRON WORKS CO. 
INST. OF BUSINESS SUCCESS 
IMSULL UTILITY INVEST@ 


TERCONTINERTAL SECURITIES 
INTERN. BUS. MACHINES CORP 
— BUS. SERVICE SOCIETY 
INTERMATIONAL EXPOSITION CO. 
INTERMATIONAL GERMANIC CO. 
INTERNATIONAL HARVESTER CO. 
INTERNATIONAL INDUSTRIES, INC. 


ims 
INSU RANSHARES 
im] 


eats 
INSURANCE AUDIT AND hua co. 
. 


KELVINATOR C ?. 
KERN WORTH INN 
KENNEDY ARO CO 


a Pt AND 
08, Y AND HORTON 


DUDLEY KIMBALL 
KIMBERLY Cann Conp. 

KINGS COUNTY TRUST CO. 
KIPLINGER eaeumneten AGENCY 
A. 4. KERSTE 

ree van P. >. —DUNLAP- YOUNGREL! 
KNOEPPEL WOUSTRIAL counci, 
KUMLMAN ELECTRIC CO. 

KUWN. LOEB AND CO. 

WILLIAM KURZ 


LACHENBRUCH. MO! 

LADIES WOME JOURNAL (Curtis Pub ( 
MOTEL LAFAYETTE 

LAKELAND BLDG. AND LOAN ASSOC. 
LAMBORN, HUTCHINS 

G. LA MONTE AND SON 

AM rb 


Lam 
CANBORR n SuTeMison AND CO. 


LARSON INST. 

LA SALLE EXTENSION UNIVERSITY 
LAWRENCE INST. OF TECHNOLOGY 
A. 8. LEACH AND CO. 

tase guess AND TIRE CO. 


LEFCOURT REALTY 

LEWIGH VALLEY COAL Corp. 
LEWIGH VALLEY COAL SALES CORP. 
LEMIGH VALLEY AR 

WALTER H. LEIMERT 

LEMMAN BROS. 

LEIPZIG TRADE FAIR. INC. 
LEONARD ADVERTISING AGENCY 


ae vee 


ARGEL 

ors MACHI 
VERTISING L 
ISVILLE GAY 
SVILLE INC 
Ry AND MI 
ays INVES 


py METALLIC 


cx «FG. CO 

i» WAC MAST 
WAC MILLA 
PHERSONW 


HAC 
MwA 
7 


URERS 1 
& FiWAn 
Sus Rata 
CALCUL 
ust co 
KET CTNOW ow 
KET RENDS, ¥ 
KUS AMPBELI 
UN! REARMS 
co. 
Lag 20 
MARTIN 
"§, ICHARO 
GAR CO 
"AND CASUAL 
BS MUTUAL LIFE 
We 
aE : 
te, MAY Co 
Cann c 
USK ¥ REGIST! 
SAY @ CO. 
WC) ELLAND 
SEL AND & GL 
UR. JONES & 
“UR” & MADOE 
"YC mC COMB 
OWN LL CO 
Own & co 
“Y) EALTH SES 
CRM OTT (PETE 
ON’ O BROS. | 
— "COFFEE 
»ARE W'S MEALT 
RAY WILE 
"ICH EL (STAML 
OM NALLY &C 


MEL FINANCIA 


™ ne: ce we a ee eee le Ferre ae cide ne ee eee oe eS ee Bs ee ee, a ere es ee ao <n. 
Re, aa ie sa ae Rig pee ae ai’ ; eee eee re ee cy sa) i Pe ace ae aes ss 2h ee i “ae ras ie ial pacer eee rene ‘eeu: os ait SS oy ‘ oo ie ; ; % i ells 7a i 
Bigs CRANE CO. ECONOMY PUMPS. IHC. FP INTERNATIONAL MERC. MARINE CO. 
= CRANE ARO CO. THOMAS A. EDISON, INC. (EOIPHONE) INTERNATIONAL MIN. & CHEM. CORP. 
CREDIT CLEARANCE ConP. EDUCATIONAL EXHIBITION INTERNATIONAL WICKEL CO. 

4 CREDIT SERVICE ASSOC INTERNATIONAL PAPER CO. rric BON 
dons ” INTERRATIONAL PAPER AND POWER CO. yT CORP 
eee ice. INTERNATIONAL PROTECTOR CO. sy AND CO 
| CISMAR & ap INTERNATIONAL RAILWAYS aTY MAGA 

: INT. RWYS. OF CENTRAL AMERICA aTy MUTU 
: INTERMATIONAL SPORTS LIBRARY CRTY WATIC 
2 INTERNATIONAL TEL AND TEL. Co. gary BURE 
= INVESTMENT COURCK, INC F EXT ENSIO 
= . ELECTRO-MOTIVE DIV. (GMC) INVESTMENT DEALERS DIGEST cETT AND | 
i ELECT 20 THERMAL pose = a Ly, wTinG EDU 
4 ELGIN NATIONAL WATCH CO. RESEARC gyrcav LEY BLIZZA 
- THE ELIOTT MFG. CO. HEALTH-O-METER INVESTMENT TIMING GU Y eee 
Med THE ELLIOTT CO. THE WEARST CORP INVESTOGRAPHS foe ELEC! 
oe EMANUEL AND CO. WENDERSON WELM AND CO. INVESTORS RESEARCH BUREAU dis JOINT 
EMANUEL. VARCOE WENDERSON RUBBER REPORTS INVESTORS SUPERVISORY coe WATIC 
; EMPIRE POWER CORP. WENDEY MACHINE CO. WVESTORS SYROICATE fos Pu 
; BOQUE INSTITUTE oon oc EMPIRE PUBLIC SERVICE CORP. M. MENTZ ‘ 
1 BORG. WARNER CORP DAIRY EMPIRE TUBE AND STEEL CO. GENERAL INDUSTRIAL FOUNDATION MERCULES POWDER CO. ac 
BOSTON BELTING DALE BROS EMPLOVEES REPRESENTATION SERVICE GENERAL MANAGERS AVAILABLE WERKINS AND CO 
‘ DALLAS JOINT LAND STOCK BARK ENCYCLOPEDIA AMERICANA GENERAL MARKET PUBLICATIONS THE JOHN A. HERTEL rT 
DALTON ADDING MACHINE CO. ENCYLOPEDIA BRITANNICA GENERAL MILLS, INC WERTZ ORIV Fr ’ 
. DAME WOLFE AND CO. om oenaaae ee Stesprance wEYWOOD. 8 ; ee cra 
- DAVENPORT AND RICH MORTGAGE CO. AL ACcE cone. WILL ADV. Si 1€3 C JACKSONVILLE 30 { 
265 ; BOYCE. EVANS AND DEVLET DAVEY TREE EXPERT CO. GENERAL OFFICE EQUIPMENT CO. WIRSCH, LIL) Ano CO. es Fe aac 
a @ W BRADERMAR CO JOuN @ DAVIS GENERAL SURETY CO WOAGLAND A Cc C Ra . ‘ 
ae ; BRANDON. GORDON AND WADDELL GENERAL TIRE AND RUBBER Co. TT) ' ry » 
hen ; BRADSTREETS GENERAL UTILITY TE vt JAS . - 
+ BRANDENBURG AND CO. iA co / E Dd jac An @ BE GOP 00% 
— DmIDCEPORT BRASS CO KE. + Ee ant its ap co 0 ae 
a AMERICAMMEBLINES. INC GM BRIGGS _— Mt RSS PERSO “ . eae ne ys ia a OG ISLA 
i u L A . Gi THE ~ es J ® s 
po ie te 1+ + of a7 OR EB Watiaa | «ee Be mt an 
oe : ; 1 6 Iv “ iL Gi SA A WOLLANDER ns 401 ’ : ’ " 
x AWERICAN BARGE Lin . COS. salt ust and Pre pa or Prod. Corp.) one AG f OLLISTON mit MARSSaaye eC ‘ort 
pe it amenca ‘ Fran DE CO, © 4. 7 ssec T, WINTERS GL s OL 8 A + : : ~ an é 
‘ AMERICA £ 0 enoon xe Con. t; 7 co. E GE NATION x TH sP Lt LA WA , - i ER 1 
sasees sc sncox we - r Is $ , E ED PLAST cL a iT " 
autmeca . w srooKkm 4 We ” ; S % coe AN TeaGe KALA vi 
&§ Auemca "0 co tase nae 00g so winTon , rr . wm 6OC«Y LE ims. CO KALLEN AND CO, nen o® 
AMC” CH como ; BROWN A . ‘ Dv 4 as ot et c MOWESEEKERS REALTY CO. KALMBACH PUBLISHING CO. 
AMERICAN 0 onown & = ve j oN nT] STOCK BANK ve OL Le z HOMETOWN NEWSPAPER GROUP KANE, BROOKS AND CO. i 
» AMER. CO ALTH BRUIN, RO stage Me ° Fa OOOBODY Ano CO HORDER'S, INC. KANSAS CITY CHAMBER OF COMME WLEY O. LUK 
AMERICAN RATION SE . TWE BUCK co bi :@- nr Fan UCTS CO. THE 8. F. GOODRICH CO C. LESTER HORH cE DISPLAY | 
AMERICAN im ‘TY vor cemeek oo 3 ne. E piv. (Gmc) fasesarc to THE GOOOVEAR RUBEE TIRE CO. WORNOLOWER AND WEEKS LYMAN GU 
AMERICAN a 0 reo P WORSE ASSH cu AND CO 
AMERICAN Te SUFFALO. Me ata. ‘cone case Dee Sone HORTON STAMP CO. KARDEX BANS €8 ch AND MC 
AMERICAR Fin BUFFALO OP 8. FORBES LOAN ANS TRYST HOTEL MAJESTIC KAUFMAN STATE BANK 
AMERICAN ub BuIcK mOTOR (Gmc) MOTELS MAYFAIR AND LENOX KAY COOPER CO 
CALVIN BULL WOUGM SHADE CORP. 
: See, ere asrvre 8—— SORORR | movsenoco riMANct COMP pd 
2 AMERICAN EXTERSION ingn eae GAlmecrive ama Ax housmann Ane co Po 
me AMERICAN FINANCIAL HOLDING SUBLING As “ 
SW AMERICAN FOUNDERS TRUST CO. ome > 
eR AMERICAN GAS ASSOCIATION TE Ey ; 
i . AMERICAN GAS AND ELECTRIC CO. BURR -3 ADDING MACHINE CO 
: / AMERICAN GAS & ELEC. SERV. CORP. 
1 AMERICAN HOME PRODUCTS CO. 
: AMERICAN INDUSTRIES SALVAGE Comm. ; 
; (War Production Bd Comery Div) 
AMER. INS. OF BUS. ADMINISTRATION 
AMERICAN INSTITUTE OF FINANCE 
AMERICAN KARDEX 
' AMERICAN LEAD PENCIL : 
. AMERICAN LIGHT AND TRACTION CO. 
AMERICAN LOCOMOTIVE Sy. 
AMERICAN MACHINE AND FOUNDRY CO. 
AMERICAN MARIETTA CO. 
AMERICAN PHOTOCOPY EQUIPMENT CO. 4 
: “ AMERICAN PLASTIC PRODUCTS 
git aeeton PRESS ame CAA TION i 
2 RICAN RADIATOR CO 
vit? CALDWELL AND CO 
; set eeee naan ane, cone. CALIFORNIA ELECTRIC RW. ARTE. Py 
AMERICAN SCHOOL . CALIFORMIA FACTS 
AMERICAN SEC. SERVICE CALIFO@R MA JOINT STOCK LAND BARK 
' AMERICAN SHEET AND TiN PLATE CO. CALIWORMANS. INS : 
AMERICAN TEL AND TEL CO. : 
AMERICAN TRUSTEE SHARE CORP. 
AMERICAN VISCOSE CORP. i 
AMERICAN WATER WORKS & ELEC. CO. 
| Autmean Wooten co tArTeL SURMess SERVICE ee 
Z AMERICAN WRITING PAPER CORP. THE CAROBASTER SS 
- AMARILLO CHAMBER OF COMMERCE 
a ANACONDA COPPER MINING CO. 
ge ANCHOR POST FENCE CO : 
= ; ANDERSON, PLOTZ AWD CO. 
iy ANGOSTURA WUPPERMANN CORP 
oi MAJOR L. L. 8. ANGAS ; 
bi ANGLO AND LONDON PARIS HAT BANK 
of we 
. | — 7 ee 
A... CAVGnARO ‘ 
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Says Roy W. Moore, 
President of Canada Dry Ginger Ale: 


“FORBES is an ideal magazine for a busy 
man. It provides, in a few words, the story of 
what is going on in the business world. 

It gives the essence of important 
developments in the field of industry and 
finance. I do not like to miss a 

single issue of FORBES.” 


AT MIGHTY LOW COST 


(Write FORBES, 120 Fifth Avenue, New York 11, N. Y., for dramatic proof in brochure “Power To Move The Mighty.” ) 
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Review of Anti-Trust Policy 
May Follow Basing-Point Case 


WASHINGTON — FTC’s success in 
outlawing the basing-point system 
of uniform delivered prices is ex- 
pected to lead this fall to a thor- 
ough congressional reappraisal of 
anti-trust policies. 

While Congress probably will 
not sanction revival of the basing 
point as used for steel and cement, 
the special subcommittee under 


By STANLEY E. COHEN, Washington Editor 


Sen. Homer Capehart (R., Ind.) 
is expected to remove some of the 
mystery surrounding discount sys- 
tems, pricing, and particularly the 
right of every individual firm to 
have its own delivered prices so 
long as they are determined free 
of conspiracy with competitors. 
With steel and cement adopting 
substantially higher prices under 
an F.O.B. pricing system, Sen. 


Capehart may be under intense 


pressure from industrial con- 
sumers who look back to the good 
old days before they were “saved” 


|from the ravages of the illegal 


basing point. 

FTC insists that these higher 
prices are possible only because 
of the sellers’ market. Whatever 
the economics, the matched uni- 
form delivered price which en- 
abled cement and steel firms to 
quote identical prices for delivery 
at any particular destination rep- 
resents too sharp a departure from 
historic anti-trust policy for either 
party to sponsor with equanimity. 

+ * * 


If veterans follow true form, 
that $2 billion dividend on vet- 
erans’ life insurance which the 
government will dole out next 
summer will be introduced rapidly 


into the stream of commerce. A 
special Federal Reserve survey re- 
leased last week shows that more 
than three-fifths of the $2 billion 
of terminal leave bonds turned 
over to veterans during 1946 and 
1947 had been cashed in early this 
year, about a third of them for 
nondurable consumer goods; 26% 
for consumer durables; 13% for 
emergencies, and 10% for “back 
bills.” Whatever the purposes at- 
tributed by Commerce Department 
analysts, terminal leave payments 
caused a substantial upward jolt 
in retail sales in late 1946. 
* 7 a” 

Census Bureau is busily at work 
contemplating the exhaustive 
study of business and distribution 
scheduled for next year. But at 
the moment it does not know 


Ticket to a Style Show (Washington, D. 


Trains to 2 Million Germans and 
pardon in baton Areas of Berlin \; 


out of wardrobe again. 


Represented nationally by 
Dan A, Carro.i, 110 E. 42nd St., NYC. 17 
Tue Joun E. Lutz Co., Tribune Tower, Chicago 11 


e) 


Mother remembers she just hasn’t 


a thing to wear. The kids are fresh 


Dad decides 


his “best” suit won’t last another season. 
So the whole family turns to the adver- 
tising and feature columns of THE STAR 
for its home-delivered style show. 
THe Srar’s Evening and Sunday clothing 
store display advertising in 1947 was 
well ahead of all other local papers—with 
a total of 3,670,434 lines. National advertisers 
who follow the lead of Washington retailers 


capitalize on a good Washington habit. 


The Washington Star 


Evening and Sunday Morning Editions 


Advertising Age, July 19, 19.8 


whether it will take the census »f 
transportation and mineral indu;- 
tries also authorized by Congress. 
After enabling legislation w24s 
signed, funds for preliminary wok 
on the minerals and transport.- 
tion studies were removed from 
the appropriations bill passed y 
the final hours of the recent con- 
gressional session. The Com)- 
troller General must now deter- 
mine whether that relieves Censiis 
of responsibility for making tlhe 
studies, inasmuch as Congress 
could still change its mind in 
January. 
+ * * 

Gardner Advertising Company, 
which surprised everyone by snag- 
ging the $5,000,000 War Depart- 
ment recruiting contract, pulled 
another surprise last week by de- 
ciding not to open offices in the 
swanky new Ring building here, 
after all. Gardner is now plan- 
ning to locate across the river in 
nearby Virginia. The reason re- 
portedly is that District of Co- 
lumbia taxes would have eaten 
up an estimated $20,000 of its fee. 


* * * 


FCC’s hearings on the revamp- 
ing of television allocations dallies 
along, with literally hundreds of 
claimants on hand disputing every 
proposed change. Commission 
plans for reassigning the down- 
stairs channels, in order to provide 
service for a larger number of 
communities, have run into so 
many objections that chances seem 
increased that the reallocation will 
mark time until hearings have 
been held this fall on the progress 
of research in the “upstairs” band. 
If upstairs television is now prac- 
tical for commercial use, FCC may 
rush ahead and abandon the en- 
tire “downstairs” jigsaw puzzle. 

* * * 

The Association of American 
Railroads has a new public opin- 
ion poll showing that only 13% 
of the people questioned favored 
government operation of the rail- 
roads. The poll also shows 55% 
prefer rail travel over air, com- 
pared with 51% in 1947. The fight 
against public ownership of rail- 
roads apparently has been re- 
duced to shadow boxing. It 
seemed particularly amusing to 
hear engineers and other railroad 
labor threatening to ask for pub- 
lic ownership a few weeks ago 
Wonder whether the engineers 
would like to trade their postwar 
wage increases for those obtained 
by postal workers? 

ob ok co 


Despite the administration’s con- 
stant alarms in behalf of com- 
pulsory rationing of scarce com- 
modities, there’s a good possibil- 
ity at this writing that voluntary 
industry arrangements worked out 
at Commerce Department by John 
C. Virdin, will assure all the ma- 
terials needed for defense and ex- 
port purposes. Defense require- 
ments, now estimated at only 2 to 
3% of the vast steel output, are 
being handled on an informal pri- 
ority basis. The situation is’ tight. 
however, and the fact that the 
allocation is “voluntary” does no! 
make it any less painful. 


Ursula Wehde Elected 


Ursula Wehde, American Lace 
Paper Company, has been ele: ted 
president of the Woman’s Adv el- 
tising Club of Milwaukee. O he! 
officers elected are: Vice - prs! 
dent, Greta Murphy, Milwav «ee 
School of Engineering;  0!- 
responding secretary, Dorothy ‘“¢- 
nealy, Commercial Letters, 11°: 
treasurer, Gertrude Jacobs, v °e 
president of Marshall & I) 'ey 
Bank, and recording secret: ry, 
Frances Haggerty, Station W!>). 


Appoints Volk Agency 
Harry Volk Jr. Advertising, \ 
lantic City, has been named to ii- 
rect the advertising of Pla tic 
Creations, Atlantic City, self-lic ri 
dating premiums for TV. er ae 
publications and direct mail © 
be used. 
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One of our editors 
is BLUSHING! 
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Hes THE ONE who thinks up some of 
those stiff Saturday Evening Post quizzes. 


He gave the wrong answer just once. 


After asking readers to count all the 
“United States maps’”’ appearing on the ad- 
vertising pages of that week’s issue, he said 
the answer was ‘‘eight.”’ Actually there were 
nine. 
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A minor mistake? Not to Post readers. 
They study the ads with as much interest as 
they lavish on the other features of the mag- 
azine. 


Letter-writers from all parts gleefully took 
the editor to task. “You were wrong!”’... 
“Caught you this time!”’... ‘I’m looking 
forward to your next quiz with a jeweler’s 
glass in my eye!”’ 


Now our careful quiz editor is even more 
careful. For he has.ample proof that Post 
readers absorb as much from the advertising 
pages as he does—and sometimes more. 
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How about giving your advertising the ben- 
efit of this ‘‘jeweler’s glass’’ attention? 
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. \of the programs are CBS-built;show, “Hollywood Open House,” | Four Name Rowen \rect the advertising of Grac» 
a On; + ant? : : i = |Brothers Brewing Company, Sant 
Kaiser Frazer | packages. Night Editor and | will be used in evening half hour | Julius J. Rowen Company, New | Rosa. Cale ‘orm — ee 


“The Morey Amsterdam Show”) periods on Monday, Wednesday, 
are for 13 weeks, the others eight| Thursday, Friday. “Saturday 


Dominates Radio 
* | weeks. |/Dance Time,” a KFI disc jockey 
in Los Angeles On KFI, the time purchased is | program, will be an hour pro- 


Los ANGELES — Kaiser - Frazer | primarily hiatus time vacated by gram. 
Corporation will have a dominant | General Foods, Procter & Gamble Se 
position on Los Angeles airwaves | and Colgate-Palmolive-Peet for Gets Eye-Gene Account 

> : / : . 
this summer, having purchased| periods varying from eight to 13) ciate Simei Gesmie 
seven half hours weekly on Sta-| weeks. However, one half hour | ; pany, 
- . - ‘* |New York, has appointed Roche, 
tion KNX, and 10 quarter hours|on Friday is a permanent acqui-| wijjiams & Cleary, New York, to 
weekly on KFI. The heavy time /sition and will continue into the | handle advertising for Eye-Gene 
purchase is a test, largely, han-|winter. A transcribed variety eyewash, effective Oct. 1. 
dled by William H. Weintraub 


| York, has been named to handle for bottling and distributing Brew - 


| 


i 


the advertising of Vassar Furs, | ers Best beer in that territory. 
Inc.; Martin-Burns, Inc., retail} 


men’s shops; Paul Prescott,| gp: 

dresses; and Setton Mills, mail | Fischer Forms Agency 

order. All are in New York. A new advertising agency, E. fF 
——_—_—_—__—_ Fischer & Associates, has bee) 

|formed in San Francisco with of- 

‘fices at 134 Battery St. Head o' 


—_——$—$——— 


Agency Changes Name 


Irving & Kirske, Advertising, the agency is Everett E. Fische:, 


San Francisco, has changed its|formerly advertising manager o! 
name to R. D. Irving, Advertising.|the San Francisco Housing Au- 
The agency has been named to di-_| thority. 


Company, New York. Morris F. 
Swaney, Inc., handles other K-F | 
advertising. 

KNX will carry five different | 
programs heard six nights of the| 
week. They are the “Night Edi-| 
tor,” narrative adventure show | 
five nights a week; “The Morey 
Amsterdam Show,” variety show, 
heard for a half hour Saturday 
evening; “Jack of All Trades,” 
quiz game, Monday evening; “Fi- 
esta,” Latin music, on Thursday 
evening, and “Man Named Jor- 
dan,” dramatic adventure. All five 


a” 


nd PEORIAREA 


is growing 
like a mushroom 


HOMES FOR 10,000 people will 
ultimately be erected in Marquette 
Heights, brand new community risin 
just south of Peoria. By fall, 2500 will 
be moved in. 
NEW CUSTOMERS will shop for | 
nationally advertised products in the 
planned commercial center. 
TREMENDOUS INDUSTRIAL EX- 
PANSION is making Peoriarea larger 
and more prosperous than ever before. 


WM BD alone 
k 


eepspace — 


Reach the 


Soon to be announced: new power . . . 
new transmitter ...new theatre studios. 


The only Peoriarea station with FM. 
Now operating FM full time simul- 
taneously with AM. 


The first Peoriarea station to 
apply for television. 


a PEORIA 
CBS Affiliate © 5000 Watts | 


Free & Peters, Inc., Nat'l. Reps. 


cream.. 
bowling balls... cigars, photo film, wire recorders, 
topcoats, luggage, sunglasses, hair tonic, lawn sprinklers, 
binoculars—a list without end. 


More than ONE MILLION circulation 
. +. more than 412 MILLION male readers 


% That means ANYTHING from shirts to shave 


. moccasins to motor boats... bus trips to 
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gens Company), the agency has Marion Starts Drive 
Orr Agency Nears | Seuiea its personnel list, added ine. Staaten 
‘ 'a branch office in Hollywood, : or 
$6,000,000; Takes | imiistes in London and Paris, and| Marion, Ind.. maker of | Air-O- 
reports its billings are now close| yled 22 magazines for a new cam- 
Larger Quarters ‘to $6,000,000. | paign based on the theme, “There’s 
New York—The one-and-a-| Among the accounts it has ac- | magic in Air-O-Magic.” A 24- 
palf year old Robert W. Orr agen- | quired are Puck—the Comic| page booklet will be offered in the 
cy is moving from 270 Park Ave.,| Weekly, Selznick Pictures, Ches-| ads. The agency is Norman D. 
t) mew and larger quarters at|ter H. Roth Company, Schiaparelli Waters & Associates, New York. 

4 W. 58th St. |Perfumes, Dell Publishing Com-| : a 
Established by Robert W. Orr| pany, Comoy Pipes, D. Lisner,| Stops Canadian Edition 
on Jan. 1, 1947, with a staff of| Mohawk Brush Company and the! The Parents’ Institute, New 

40 and one account (Andrew Jer-| Dayton Company. 


Shoe division, | tive with the September, 
| issue. 


York, publisher of Polly Pigtails,! Barnes by AA last week. 


will 
magazine’s Canadian edition effec- 


The circulation guarantee 
will be reduced to 300,000 net 
paid ABC yearly average. There 
will be no change in advertising 
rates. 


Bond, Not Barnes 


George Bond, new advertising 
manager of Arnold Schwinn & 
Co., Chicago bicycle manufacturer, 
was erroneously called George 


Your advertising gets more readers per thousand 
circulation in POPULAR MECHANICS because our 


readers—having the RM.Mind—read ads deliberately. 


discontinue publishing the | 


1948, 


25 


ANZ. 


Y" 


A COMPANY ANNIVERSARY is 
far more than a mere marking on 
a calendar. From a MANZ VIEW- 
POINT, it is more than a yardstick 
ot time. Take an older company— 
one fifty or a hundred years of age. 
The casual statement that the com- 
pany has survived a long period of 
commercial history in no way in- 
dicates the keen guidance of an 
efficient management; how the de- 
structive, uncharted rocks in the 
sea of business have been avoided, 
and the ship brought through the 
stormy eras of depressions, re- 
trenchments, and strikes. 


Every company has had its mo- 
ments —some happy, many un- 
happy; some bright, some gloomy. 
But the people with whom the com- 
pany does business are not always 
familiar, or even aware, of the 
dramatic episodes and _ incidents 
which have only served as chal- 
lenges to a perceptive and astute 
management, They don’t know that 
the establishment of rigid quality 
standards of manufacture and 
highly set policies regarding atti- 
tude toward customers and their 
needs, have been the strong foun- 
dation upon which the company has 
built its durable framework. 


An anniversary brochure can be 
made to present the vigorous story 
of a company’s history with dig- 
nity, minus the characteristics of 
boast and brag. Company histories, 
as a rule, are interesting. Fortune 
Magazine has built a fine, high- 
bracket circulation purely on the 
basis of presenting biographies of 
business organizations frankly and 


_ factually. This proves the point 
that the well prepared, appropri- 


ately illustrated company history 
can attract the kind of attention 
and approval which wins long time 
good-will. 


Some of the nation’s finest cor- 
porations have called upon Manz 
to design and produce anniversary 
brochures commemorating long and 
eventful histories. Edward Hines 
Lumber Company, Joseph T. Ryer- 
son Steel Company, Inland Steel 
Company, Chas. D. Briddell are a 
few on our list who have found 
that Manz knows how to gather the 
facts, write the story, make the 
illustrations, produce the engrav- 


| ings, print either letterpress or off- 


set, bind, and deliver outstanding 
printed pieces devoted to the mis- 
sion of circulating the right kind 
of an historical account with dig- 
nity and refinement. 


If your company is contemplating 
the use of a well printed, properly 
designed commemorative brochure, 
let us send you an example or two, 
demonstrating our ability to work 
with you. The whole job would be 
handled within our own plant. 


MAN 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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The Journal-American CarriesTwice 
the Classified Linage of All Other | 
NewYork Evening Papers Combined 
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C LASSIFIED advertising is a sure barometer of 
selling power. With no appeal other than public 
acceptance it does a tremendous day-to-day selling 
job... with immediate, direct results for advertisers. 


In New York, one evening paper enjoys overwhelm- 
ing public acceptance for its classified advertising. 
For the first five months of 1948 the Journal-American QO rT | | 
published over twice the classified linage of all id OR yl , 

other evening papers combined. Second only to 
the New York Times, the Journal-American carried 
nearly a million and a quarter classified lines in Six Months Circulation 

this period ... an average of four full pages a day. for period ended March 31, 1948 
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” 
No other advertising establishes as close contact EVENING 
Tas with the individual as does classified. By satisfying 
<a personal desires for a new home, a better job, a 
a finer car, a brighter future through education, the 211,469 
ory Journal-American has won reader confidence and 
= ec loyalty ... qualities that add immeasurably to the Penge oi»! i 
ay Se sales influence of all products advertised in this 
cies eT hs powerful newspaper. 
om is 1,001,961 
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A HEARST NEWSPAPER 
NATIONALLY REPRESENTED B8Y HEARST ADVERTISING SERVICE 
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CALVERT 
| SHEAFFER 


|can Telephone & Telegraph Com- 
pany maps of present and pro- 


‘Television & FM’ rr 
Sn UME? .|°"o0s Socntee wan cunt hase wash 
Lists 30 Stations 


'to subscribers to the Television 
| Digest weekly newsletter service. 

WaASHINGTON—Television ‘Digest |The price to non-subscribers is $5. 
& FM Reports last week published | mine oen 
Ameritex to Bach 


“TV Directory No. 4: Television 
Rates & Factbook,” showing rate! the Ameritex division of Cohn- 


cards and data of 30 video sta-| }tja))-Marx Company, New York, 
tions operating in this country as|has appointed Henry Bach Asso- 
compared with only 23 listed in|ciates, Inc., New York, to handle 
an edition published last April. its advertising. 

The 32-page booklet, dated July 


Electric Game Names Fox | Pan American Named 


George M. Fox, formerly sales- 
man on the Pacific Coast for Mil- 
ton Bradley Company, Springfield, 
Mass., has been appointed sales 
manager of the Electric Game 
Company, Holyoke, Mass. 


Millbrook to Lancaster 


Millbrook Mfg. Corporation, 
maker of children’s clothing, has 
appointed Lancaster Advertising, 
New York, to handle its adver- 
tising. 


Pan American Publishers Rep- 
resentatives, New York, has been 
named U. S. representative of the 


Continental Daily Mail, Europe’s | 


international newspaper, and the 
continental edition of the London 
Daily Mail. 


Perfex Acquires Tidy 
Perfex Company, Shenandoah, 

Ia., has acquired the Tidy House 

Company, cleanser and_ polish 


‘manufacturer, Des Moines. 


Advertising Age, July 19, 194: 
Names Wilson, Haight 


Laminated Shim Company, 
Glenbrook, Conn., maker of Lami 
num metal shim material and An 
Cor-Lox lock nuts, has appointe 
Wilson, Haight & Welch, Ne: 
York, to handle its advertising. 


Adams Rejoins Y&R 


Taylor Adams, formerly wit, 
the Kudner Agency, Inc., New 
York, has rejoined Young & Rubi- 
cam, New York, as an accourt 
executive. 


1, lists 78 construction permits + 
granted and 285 applications | 
pending for new television sta- 
tions as compared with the April 
edition’s listing of 70 construction 
permits and 183 applications. 

The new edition also includes te _ 
rate cards of NBC, CBS, ABC and | 
DuMont television networks; a | 
log of experimental TV stations; 
tables of present and proposed | 
channel allocations by cities; a | 
directory of film and other com- | 
panies syndicating program mate- 
rial to video stations, and Ameri- 


LIFEBUOY 
GILLETTE 


WILDROOT 


More of the Many Big 
Name Advertisers Who 
Are Reaching New 


| 
| 


Customers Through The 
POPULAR FICTION GROUP 


National advertisers are finding that 
they can sell more goods at lower 
cost by introducing their products to 
the 12,750,000 readers of The Pop- 
ULAR FICTION GROUP. 


Reasons? They know that this is a 
prosperous, unexploited market 
which can be reached only through 
POPULAR’S 25 fiction magazines. 


They know that the folks in this 
market are young to middle aged. 
Intelligent. Free-spending. Needing 
and wanting all sorts of goods. 


They know, too, that their sales 
messages get the best possible read- 
ership rok observation, in these pre- 
ferred fiction magazines, because ev- 
ery quarter page ad or better appears 
alone on an editorial spread. 


And they've found that the cost of 
reaching this prime market is amaz- 
ingly low. Just $28,800 for full page 
ads every month for a whole year... 
which is one-half to one-third the 
cost of comparable campaigns in oth- 
er leading mass circulation maga- 
zines ... only $1.20 per 1000 guar- 
anteed. Write today for complete 
details. 


POPULAR 


FICTION CROUP 
205 E. 42nd St., New York City 
333 N. Michigan Ave., Chicago e 


THE... SAME... AMOUNT... OF...MONEY...CAN... PLACE... 
MORE... SALES... MESSAGES...IN...COLLIER’S... THAN...IN... 
EITHER... OF...THE... OTHER... BIG... THREE... WEEKLIES 


Collier’s quality market, packed with millions of money-in-the-hand 
customers can now be reached more often, sold harder and with positive 
results at the lowest cost in the big weekly field. 


Want all facts quickly? Write or telephone any of the Collier’s offices 
listed below. 


You can buy 


New York, 250 Park Ave.; Chicago, 333 N. Michigan Ave.; Detroit, General Motors Building; 


Boston, Statler Building; San Francisco, 235 Montgomery St. 
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Mack Brings 
Buchanan $750,000 


New York—Norman A. Mack, 
Ine., New York, has merged with 
buchanan & Co., New York (AA, 
July 5). Norman A. Mack, who 
conducted his own agency for 11 
years, has been appointed vice- 
president in charge of merchan- 
dising for Buchanan, and Gertrude 
Brows, fashion director with the 


capacity at Buchanan. 
Buchanan will now handle Chen 


Yu products, Charles of the Ritz chanan’s active participation 


and Five Day Laboratories, 
brought into the agency by Mr. 


Mack. These accounts and other | of the Ritz in the near future. 


| 


smaller ones formerly handled by 
the Mack agency will add approxi- 
mately $750,000 to Buchanan bill- 
ings. Also included in the Bu- 
chanan staff addition is Elliot 
Greenfield, Mack research head, 
who will devote himself to mar- 


Mack agency, will act in the same | ket analysis in the new setup. 


! 
| 


Mr. Mack attributes one of his CBS Shifts Dunham 
reasons’ for the merger to Bu-— George R. Dunham Jr. has been | 
“a hig |Damed eastern sales manager for 
television and plans to use this television in CBS Radio Sales, the 
medium for Chen Yu and Charles -network’s station representative 
division in New York. He has 


————— | been with the network since 1937. | 
WNBK Names Bevis fos Rie “or 
Charles C. Bevis Jr., formerly | Lind Joins Gallagher 
| 


in charge of television station re-| Ellis Lind, formerly chief an-| 
lations for NBC, has been named | nouncer at KYA, San Francisco, | 
manager of the network’s Cleve-| has joined John M. Gallagher Ad- | 
land television station, WNBK. | vertising Agency, San Francisco, | 


He has been with NBC since 1936. | as radio account executive. 


e+e and your nearest 
client far, far away! 


This is for you, chum —a 39-day 
cruise to the Orient aboard the new 


S.$. PRESIDENT CLEVELAND 


sailing from San Francisco, September 9; 
from Los Angeles, September 11. 


S.S. PRESIDENT WILSON 


sailing from San Francisco, October 7; 
from Los Angeles, October 9. 


America’s finest postwar luxury 
liners, Leaders of the GLOBAL FLEET. 


Ports of call: HONOLULU, MANILA, 
HONG KONG, SHANGHAI, YOKOHAMA 


You'll really get away from it 

all when you cruise the Pacific 
on one of these majestic passen- 
ger liners, the safest ships 

afloat. You'll have a luxurious 
stateroom, delicious food, superb 
service; and you'll enjoy deck 
sports, swimming, dancing and 
parties... all for fun, all for com- 
fort, all for a perfect change. 


MONTHLY SAILINGS 
See your bonded travel agent 
Round trip fares, $1260 up 


Or—if you have more time—plana 
100-day ‘Round-the-World voyage 
on the luxurious Presidents Polk 
or Monroe. Fares, $2470 up. 


«ad 
AMERICAN 
PRESIDENT 
LINES ‘ox 
Your (marian. etel lbtad 


American President Lines, 
Dept. D-7, 

311 California St., 

San Francisco 4, California 


Please send me your folder on luxury 
cruises to the Orient and ‘Round-the-World 


Name_ ee 
(Please print) 


Street a ae 
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iselling policy”: 


30 
Auto Makers > No ote aS ania ac- | 


‘Used’ Car Prices Indicate Popular Favorites 


Advertising Age, July 19, 1948 


Pi cessories. No extras. except what. 4 
the customer wants. 70% 
Worrying More 3. No compulsory trade-ins. 
4. No collusion with “gray) | 
H market” dealers. | Hi 
a out fa @-iIns And to top it off, they did the | 
revolutionary by setting down the | soxt- . 
Derrorr—Another top automo- delivered price of age | ... 
bile sales executive has spoken|in Los Angeles County, and what 440% oro: 
out bitterly against dealers who) 't includes. T vert 
are bringing an avalanche of| ree cecessori esti 
squawks from the customers for — - a a. § e- 43% of t 
unethical practices and piling on| Ford’s premiere was unusual in Aas 
extras to take all the traffic will|that the locally delivered —_ £ a - 
bear. ‘was displayed on all mode y — ages 
Joseph E. Bayne, general sales | dealers. . 7. Ane 
manager of the Lincoln-Mercury; The manufacturers, bound by a i <a 
division of the Ford Motor ard prong tg petty: aed used 
any, has warned the company’s - om ‘ 
pn ll that “doubtful methods of | give a “suggested” price to deal- ; Fy Ford Dodge Nash Pentio: Sende- DeSoto Buick Mercury Olds Claryster IQ Hudson Packard Lincoln = 
merchandising can seriously un- | ers. : . 4 ty sie cont 
dermine all the good the company The Los Angeles ad ns per -1 pres 
has built up from a public rela- =— j Fash wring be ay rc peers 
tions standpoint.” . . "i A 
ane, Caen Sp many com- ap piling ree Bi Bree yew oet To determine buyer preference|car dealers for the same models|premium was asked for new the | 
plaints that have recently been listed six points which their deal-|for automobiles under existing|in the same city, and came up/Fords, which averaged 65.2% age 
yeastves, Olt. ‘Dayne urged the ers will be expected to carry out: |abnormal ’ conditions, The Wall|with the “index of popularity” above new-car prices on the used vert: 
Sepeare to manaee an attitude of 1. Give fair used-car allow - | Street Journal had its reporters in|shown above. For example, they|car lots. Third highest premium rang 
fair play when customers attempt ances 16 cities go to used car lots, osten- | found Chevrolets priced at 60% )was being asked on Cadillacs, from 
ee Seavey. on Lincolns | 2. Make no distinction in new-|Sibly to buy 1948 or 1949 models over new-car delivered prices, on|about 58% over regular price, high 
ee ge — | car delivery preference or treat-|0f the 18 standard makes of autos. ‘the average, on used car lots,| whereas the premium on Lincolns han¢ 
Paneaseting = RNY ment. Give the “clean-deal” cus-| Getting the prices of these “used” |while Kaisers and Frazers, at the|was about 20%, and on Packards still 
+ saat omenagaed pa nagar “4 be. | tomer the same consideration as|Cars, they then compared them other end of the scale, are being only about 5%. Reprinted by per- 
awe that some of our dealers are| the one who turns in a used car | With the prices quoted by new-j|sold below original cost. Highest} mission of Wall Street Journal. Le 
not giving proper attention, in|as part of the transaction. om | = 15,00 
many cases, to customers who| 3. Sell, not force, accessories| that this will be changed or al-| that the “no dust bag” feature is elena 
have had their orders on the| With new-car purchases. tered in some way to require the Lewyt Announces ‘the one most to be desired in a aa 
books for some time unless the| 4. Be guided in all maximum | dealers to return a larger portion vacuum cleaner, and 28% said Mr. 
customers can offer a trade-in. |Charges by factory-suggested of their profits into the business . ‘that quietness is the most impor- poe 
| prices. _by expansion of either service or | 500 000 Drive tant. July 
2nd to State Position 5. Give good reliable service at| sales departments. 7] 7 , | On the forward stroke, the new pid 
Wheteenere. tie complaints | **i cost. By way of counteracting the “ rug nozzle combs the nap = ~ “yy 
have revealed that when a trade-| 6. Be courteous and helpful to/ fantastic prices being asked for | tug. On the backward owen the adve 
* <li? -all showroom visitors, regardless|new Chrysler and Plymouth cars 0277 e nnova ion combs move together, narrowing man 
se ne! involved, some dealers are! of the number of unfilled orders/ on local used-car lots, Cato-Walsh e suction space and increasing “Unk 
offering ridiculously low prices! the pooks. Company, Woodland, Cal., Chrys-| Cyicaco—Lew yt Corporation, | suction 10 times to clean the teeth vents 
on the used car as a requisite for | ‘ ler dealer, has been using full-| New York, announced at a dis- | automatically. verti 
peapenaite Calvary. , Aarne to Manuiactures /page newspaper space to quote |tributor sales meeting here last| Mr. Lewyt challenged distribu- when 
_““We feel that this is a very se-| Ford's Mr. Davis has pointed alits own delivered price on| week that the company, its dis-| tors to capture $50,000,000 of the § i.) 
rious situation and if the ill-will) .iticg) finger at the factories and|new cars. The quotations cover) tributors and dealers will spend | $280,000,000 annual sales volume oliee 
that is engendered by this type of| hinted they, too, could do a little|each body style and in the case of | $1 500,000 in the coming year on|in vacuum cleaners, asserting that pet 
merchandising continues it wi overhauling of practices which|Chryslers include spare tire and | national magazine and newspaper | “there is no reason why you OF 
seriously weaken a reputation for |... helping create an unfavorable | tube. | advertising of the Lewyt vacuum |¢an’t.” Lewyt Corporation, which anus 
integrity that has been developed | attitude of the public. cleaner and its new “No. 80” rug | has manufactured precision parts ied 
through the years. | He called on the manufacturers | CHEVROLET PRICE AD nozzle, for which the company | for industry for 60 years, aimed at re 
Mr. Bayne was the second top| t,: A CHALLENGE TO FORD ~ te a ‘the consumer market for the first —~ 
Ford company sales official who! | Go on record with all deal-| Ap * Lemonade ee ing | ti b hen it in- wes 
, , th eg -| Derrorr—Further concrete evi-| The company, without naming me about a year ago when If in t 
took official cognizance of the seri-| ,,.. nti ‘ ; - , r leaner. men 
ers that black market operations| gence of the knock-down battle an exact figure, said that its| troduced its new vacuum Clea go i 
ous damage unethical dealers are! wij) not be tolerated—a loss of hat b F budget is the largest ever set for a| Hicks & Greist, New York, is 
doing their companies by bowing) ¢,. ; shaping up between Ford and | budget is arg other 
to the temptation of large and| a one! apse cen i) Chevrolet was seen across the na- | vacuum cleaner. the ageney. The 
abnormal profits. lish oun te ae capes al coun- —s = in 7,000 m1 tare dies Pra Msgr Peeaies lho C Sh “pete 
John R. Davis, vice-president in| teracting general public misin-. ments mm Xs HSWSPOPess CALMING | M. L t aid . 8B A Rayve reme ampoo Sprir 
charge of sales and advertising . : ‘| attention to the fact that it is the . Lewyt, president, contains a} Maps Radio Campaign terial 
formation or misunderstanding | jowest priced automobile in the | fine-tooth comb mechanism that P trend 
for Ford, recently told dealers) concerning dealers’ new car sales | fy)]-si field rooms out lint and other surface) Rayve creme shampoo, no 
that “cementing and regaining of hag toga tva ged & eg bei lugged b e- in the 
= transactions. With the new price schedule of litter and automatically cleans it-|/onser being plugged Dy come- Forte 
public good will is of tremendous| 3. Selli—not _force—accessories Ford, Chevrolet undersells the|self. Tests by the United States | dian Henry Morgan, is nonetheless 
importance in the days that lie) with new car deliveries to dealers. cheapest line of Fords (the busi-| Testing Company, Mr. Lewyt said, getting a sizable radio gen ee 
oy ae toes tee eeekite of Another problem that is re-| ness coupe) $1,225 to $1,255 and show that the Lewyt cleaner with ponte ey ony A Solar: Sabaiaats. Gets 
the 25th enniveioary Be i bani a" serious ~ — top- | the four-door sedan $1,190 to/ the nozzle picks up 18 to 55% more | with 10 to 15 commercials sched- Louis 
the New York State Automobile | a conterences nk ¥4 € man-| $1,193. Other models are com- embedded dirt than the four other uled weekly. . with 
eda Antedbites sane ns} ufacturers can combat the obvious | parable. A leading vacuum cleaners and re- _In addition, Rayve, a product o! Canme 
Y disposition of some dealers to| While not explicitly saying that | sults in 13 to 58% less carpet wear.| the Pepsodent division of Lever 7 


(AA, June 14), that “temptation | 


for so-called extra profits will be 
greater than ever, but these so- 
called extra profit transactions can 
be very, very costly, and they 
have already proved to be very 
costly to some dealers.” 


Buick Dealers List Prices 


Sales executives of the industry | 


have in recent months displayed 
growing anxiety over the serious- 


ness of unethical deals in new 
cars. 

One of the first concrete ac- 
complishments on an_ organized 


basis was given the public in a 


full-page advertisement in the 
Los Angeles Examiner by the 
Buick dealers of Los Angeles 


County. In bold black type it said: 
“Here’s where we Buick deal- 
ers stand on new-car selling.” 
The ad, one of the most frankly 
outspoken in recent years, can- 
didly pointed out “many con- 
ditions still exist which encourage 
gray marketing of automobiles— 
and there’s no law against the 
under-the-counter deals—demand- 
ing a bonus for early delivery.” 
Then the frank westerners come 
to the point in a “four-square 


“milk” their dealerships in prep-|the recent increases in prices for 
aration for “tossing in the sponge” Fords has re-established Chevro- 
at the first signs of a softening of | let as the cheapest auto, the Chevy 


the market. 
Chrysler Stresses Service 
Chrysler Corporation has taken 


The company will spend $300,- 
000 in magazines. This compares 


Brothers, Chicago, is advertised 
on the Sheilah Graham show on 
'43 stations of the Don Lee ne’ 


with $500,000 spent last year ; ; —. 
ad was taken to mean its promise | (AA, July 14, 1947). Full-color pg Sr aga Nt og 7 oh ol . 
not to increase prices above) pages will be used from Septem- ‘program on NBC. Needham, Lou s 
| Ford’s. ber through December in Good 


In what Campbell-Ewald Com- 


the first definite steps along this | pany, which handles the account, 


line by allocating new cars on the 


|said was an 


basis of the dealer’s ability to) 
service the cars. President David | 


|A. Wallace of the Chrysler divi-| 
sion feels that this will force the) 


dealer to return a portion of his | 
abnormal profits into the business | 


and this will induce a larger in-| 


vestment and consequently more 
competent administration 
long-range planning by the in- 
dividual dealer. 

This seems to be the one way 


the manufacturer can force a 
dealer to show his hand on 
whether he _ intends tto _ stick 


around and fight for the business 
in a buyer’s market. 

So far most of the other auto- 
mobile manufacturers have allo- 
cated new cars on a_ so-called 
historical basis—that of giving 
them a percentage of their vol- 
ume in the last prewar year. 
There are definite signs, however, 


| weeklies. 
and| 


buy, the ad space was stepped up 
from an originally planned three- 


quarter page to full pages in daily | 


newspapers in New York, Phila- 
delphia, Chicago, Detroit and Los 
Angeles. Space ranged down to 
27-inch ads in semi-weeklies and 
The spread’s cost was 
estimated at $260,000. 

The advertisement was devoted 


largely to price. But the most sig- | 


nificant point was seen in its vir- 
tual challenge to Ford, whose 


“across-the-board” | 


Housekeeping, Life, 
day Evening Post and others not 
yet named. 


Will Use Video Film 


tures will be split by distributors 
and dealers under a cooperative 
advertising program for newspa- 
pers and radio. Last year Lewyt 
put up $400,000, to be matched by 
dealers, for newspaper space. 
The company announced that a 
one-minute television film will be 
available in September and will be 
used on all television stations by 


The Satur- | 


Most of the remaining expendi- 


'& Brorby, Chicago, is the agency. 


_Congoleum-Nairn 
Offers Congowall 


Congoleum-Nairn, Inc., Kearn ’, 
N. J., has introduced Congowa |, 
an enameled surface wall cove 
ing which looks like tile, in 
series of monthly bleed spreads 
Country Gentleman and Life a! 
in single pages and spreads 
Flooring, Furniture Age, Har - 
ware Age, Home Furnishin: s 
Merchandising, National Furnitu 
Review, Retailing Daily and Rv! 
Profits. 

Nairn linoleum and Congoleu 


~~ wow s 


young president, Henry Ford II, th rugs also will be promoted in t! 
7 e end of the year, when the TUS pre 
said recently that the 1949 Ford : Pee ay series. McCann - Erickson, Ne 
establishes Ford as the leader in oo of stations is expected to York, is the agency. 
its field. , smagihedinsetniai 
ets The company’s first 24-sheet A ints Whitl k 

"i hnle A poster campaign will start this ppoin ; oc 
Names Haehnle gency fail, emphasizing the motto, “No Victor Whitlock Jr., former! 


Haehnle Advertising, Cincin- 
nati, has been appointed to han- 
dle the advertising of American 
Oak Leather Company, Cincinnati, 
effective Aug. 1. 


dust bag to empty.” Quietness of 
the machine also will be stressed. 
In a recent study, the company 
said, 46% of housewives believed 


account executive with Albe 
Frank-Guenther Law, Inc., Ne’ 
York, has joined Thomas & Dele 
hanty, New York, in the same ca 
pacity. 
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sed Car Dealers’ 
‘48 Ad Outlay May 
Hit $225,000,000 


Detroit — The country’s 43,000 
used car dealers will spend ap- 
proximately $225,000,000 for ad- 
vertising during 1948, it has been 
estimated by Lynn Wertz, director 
of the National Used Car Dealers 
Association. — 

Mr. Wertz, who is also man- 
ager of Bert Baker, Inc., one of 
America’s largest used car oper- 
ators, said that stiffening of the 
used car market would stimulate 
advertising for the remainder of 
the “sales” season, which will 
continue until winter weather de- 
presses the high volume of trans- 
actions. 

A survey of the dealers across 
the country showed that an aver- 
age of $15 a unit is spent on ad- 
vertising. Per unit advertising 
ranges, according to Mr. Wertz, 
from zero in some localities to as 
high as $30 on the larger lots 
handling the choice used cars that 
still bear the new car wrappings. 


Over 15,000,000 in ’48 


Last year the dealers recorded 
15,000,000 transactions, and indica- 
tions are this figure will be 
reached or surpassed this year, 
Mr. Wertz declared. He said that 
an expected decline in demand on 
July 1 failed to materialize and 
sales actually have accelerated. 

“Used car dealers have found 
advertising pays when the de- 
mand is good,” Mr. Wertz said. 
“Unless the public is in a used-car 
buying mood, no amount of ad- 
vertising can stimulate it. But 
when the buyers are on the move 
then is the time to unlock your 
advertising funds and spend 
freely.” 

Of the $225,000,000 used car 
dealers will spend for advertis- 
ing, approximately 75% will go 
into newspapers. Another 20% 
will be used in radio announce- 
ments and the remaining 5% will 
go into outdoor, displays and 
other media. 

The country’s used car dealers 
are actually now enjoying the 
“spring spurt” that failed to ma- 
terialize. The stiffening price 
trend is attributed to recent boosts 
in the prices of new cars, it is re- 
ported. 


Gets Candy Account 


Chase Candy Company, St. 
Louis, has placed its advertising 
with the Chicago office of Mc- 
Cann-Erickson. 


I 


Topflight 
photo offset ini | 
short & medium runs 


FINE OFFSET PRINTING 


he Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


U. S. Artists Invited 


to Enter Vienna Show 


American advertising artists 
and advertisers will compete for 
awards with their counterparts in 
Austria, Russia, Sweden, Italy and 
other European countries in an 
exhibition of posters to be held in 
Vienna during August and Sep- 
tember. In addition to the cus- 
tomary prizes, booby prizes will 
also be awarded. The annual dis- 
play is sponsored jointly by the 
city of Vienna and the Society of 
Artists. 

United States entries have been 
promised by the Military Govern- 
ment authorities in Vienna, Gen- 
eral Outdoor Advertising, New 
York Subways Advertising, So- 
cony-Vacuum Oil and the National 
Association of Transportation Ad- 
vertising. Further entries may be 
submitted through the Austrian 
Consulate General, information 
department, 683 5th Ave., New 
York 22, up to and including July 
20, 1948. 


New Louisville 
Newspaper, Radio 
Building Opened 


LouUISVILLE—The new building 
(of the Louisville Courier-Journal 
|and Times, at Sixth and Broad- 
| way, housing the newspapers, 
Station WHAS and Standard 
|Gravure Company, has been com- 
| pleted, and operations have been 
|begun by the gravure company. 
The presses and other mechanical 
equipment of the newspapers have 
not yet been installed. They will 
provide facilities for full color. 
The newspapers and their as- 
sociated enterprises have already 
begun showing the new plant to 
publishers, suppliers and others, 
and the first tour was made July 
9. When the equipment is in oper- 
ation the plant will be opened to 
the public. Historical murals in 


31 


the lobby, which also contains a| Two Join West-Marquis 
giant — _ —— lar oa George M. Wolfe Jr., formerly 
time with reference uisville,/ with Ruthrauff & Ryan, Holly- 
are. attracting much favorable) wood, and Mel J. Hickman, for- 
comment. ‘ _merly with Morgan Agency, 
Visitors at the opening celebra- | Phoenix, have joined the Los 
tion were entertained by Presi-| Angeles office and San Francisco 
dent Barry Bingham, Publisher office, respectively, of West-Mar- 
Mark Ethridge, Vice-President | 4Uis, Inc., as account executives. 


Lisle Baker, Assistant General 

Manager Henry M. McClaskey 

capers and associated enterprises. | 2 EXPORT @ 
TRADE « SHIPPER 
Circulates in the U. S. A. 

lt is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


Promotes Weldwood Glue 


Cartoons by Virgil Partch will 
be featured in a campaign by) 
United States Plywood Corpora- | 
tion for its Weldwood plastic resin | 
glue. Media will include Home 
Craftsman, Mechanix Illustrated, 
Popular Homecraft, Popular Me- 
chanics, Popular Science, Science 
Illustrated and Science & Me- 
chanics. Marschalk & Pratt Com- 
pany, New York, is the agency. 
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N every race one thoroughbred has the power, 
drive and speed to come in “on the nose”. In 
Seattle one advertising medium alone is a con- 
sistent winner. The SEATTLE TIMEs goes into 3 out 
of 4 homes, saturates its Retail Trading Zone of 
750,000 population. Retail and national advertisers 
depend on it to do their selling job year in and 
year out. You can’t sell Seattle without The Times 
... you will sell Seattle with The Times alone. 
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‘News-Gazette’ Promotes 3 


Phil Hundley, who has been 
with the advertising department 
of the News-Gazette, Champaign, 


| 


IIL, since 1937, has been appointed | 


advertising manager, succeeding 
Frank R. Mills, who has pur- 
chased the Chronicle-Herald, 
Hoopeston, Ill. Lex J. Bullock, 
who has been with the advertis- 
ing department since 1935, will be 
assistant advertising manager. 
Marc Howard, station manager of 
Station WDWS, an affiliate, will 
direct advertising for the station 
which formerly was directed by 
Mr. Mills. 


Celebrates Centennial 

“The First Hundred Years,” by 
Walter D. Edmonds, author of 
“Drums Along the Mohawk,” 
“Rome Haul,” and others, has 
been published by Oneida Ltd., 
Oneida, N. Y., in celebration of 
its 100th anniversary. 


Gets College Account 


Bristol County Business Col- 
lege, Taunton, Mass., has placed 
its advertising with FitzGerald, 
Inc., Providence, R. I. 


He who 
pays the 


piper... 


ff 
mn ulld 


__.calls the tune 


and on WATV it’s the merry 
jingle of cash registers 
when your product reaches 
the thousands of JUNIOR 
FROLICS television fans 
who daily at five line up to 
follow Uncle Hal's film fun- 
nies and cartoons. 


WAT V 


channel 


| 


| 


| 
| 
| 
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‘over 1940; 775 pounds of dairy 


SMOKE SHOT—This color photograph, which ran in June magazines, is 
thought by the advertiser to be the first real photo of smoke from a cigaret 
to be used in tobacco advertising. P. Lorillard Co. employed a photographer 


who used 4 stroboscopic camera for the 


| 


shot. Lennen & Mitchell is the agency. 


' 


| 


11% More Food — 
Costs 146% More, 
U.S. CofC Shows — 


1940-48 Comparison | 
Gives Turnover for 


Food Product Groups 


WASHINGTON — U. S. consumers 
paid 142% more at retail in 1948 
for 11% more food by weight than 
they had in 1940, marketing re- 
search specialists of the U. S. 
Chamber of Commerce estimated 
last week. 

Based on data from publications 
and government agencies, the 
chamber compilation indicates an 
increase of 1% more food by 
weight per capita in 1948 over 
1940, for 118% more retail food | 
dollars. 

On a per capita basis, the cham- | 
ber found Americans eating 150 
pounds of meat in 1948, up 6% 


products, down 5%; 550 pounds of 


\fresh produce, up 2%: 300 pounds | 


‘of cereals and baked goods, 


Re ee ee ae Ew A oe Bele eae eee re ae a 
Te, EN alr ae ee te etter ek Suet cece eee Wel Sede tee 


up 
2%; 75 pounds of eggs and poul- 
try, up 18%; 150 pounds of “mis- 
cellaneous food,” down 1%; and 
110 pounds of packaged produce, 
up 31%. 


$65 for Meat 


Meat expenditures of $65 per 
capita in 1948 were 155% over 
1940, and expenditures for eggs 
and poultry of $21 were 158% 
over 1940. Per capita expenditures 
for dairy products were $42, up 
82%: for fresh produce $39, up 
114%; cereals and baked goods 
$33, up 94%; 


food $16, up 104%. 
Total retail food sales amounted 
to 308 billion pounds, 11% over 


1940. Total dollar value of retail 


sales was $33.7 billion, up 142%. 
Three-fifths of the retail food 
business was done by grocers, an 
average of $60,000 per store, the 
chamber said. Milk dealers did 
7.7% ($220,000 per store); butch- 


\fish markets, 


year); 


packaged produce | 
$15, up 152%, and miscellaneous | 


ers‘and meat markets, 6.8% ($80,-_ 
000 per store). 

The remainder was shared by a | 
wide variety of dealers: 

General stores, 2% ($50,000 per | 
store); fruit and vegetable stores, | 
1.9% ($25,000 per store); bakeries, 
1.8% ($40,000 per store). 

Ice cream and dairy stands, 1.8% 
($55,000 per store); confectioners, 


newsstands, 1.4% ($10,000 per) 
store); delicatessens, 1.1% ($40,-| 
000 per store). 
| Drug stores, 1% ($7,000 per 
store); department stores, 0.9% | 
($200,000 per’ store); variety) 
stores, 0.6% ($20,000 per store). 
Poultry and egg stores, 0.6% 


($40,000 per store); seafood and 
0.5% ($35,000 per 
store); candy stores, 0.4% ($30,- 
000 per store). 

Farm supply stores, 0.3% ($50,- 
000 per store); packaged foods | 
sold at eating and drinking places, 
1.6% ($3,000 per store), and meals 
at eating and drinking places, 
8.6% ($9,000 per store). 


Turnover Varies 


The chamber estimates inven- 
tory turnover for bakery products 
at one every three days (120 
times a year); for dairy products, 


| 
| 


|every four days (90 times a year); 


meat products, eight days (45 
times a year); fresh produce, 10 
days (35 times a year); poultry 
and eggs, 14 days (26 times a 
packaged items, 30 days 
(12 times a year); miscellaneous 
food, 21 days (17 times a year). 
Estimates were based on ma- 
terial from Progressive Grocer, 
National Association of Retail 


'Grocers, Curtis Publishing Com- 


pany, Chain Store Age, Macfad- 
den Publications, Bureau of Agri- 
cultural Economics, Joint Com-} 
mittee on the Economic Report, 
BLS, Census Bureau, and the 
Production and Marketing Ad- 
ministration of the Department of 
Agriculture. Compilations were 
made by the chamber’s Domestic 
Distribution department. 


Ams Buys Evans Spice 
Max Ams, division of Airline 

Foods Corporation, New York, has 

purchased the spice department of 


|David G. Evans Coffee Company, 


St. Louis, which is changing its 


name to Old Judge Coffee Com-| 
pany. 


WNEW Listeners 


Invited to Lose on 


Takeaway Show 
New YorK—WNEW, which 
never misses an opportunity to 


satirize its competitors, offers 
giveaway-saturated listeners an) 
antidote—a takeaway show. 
Contestants who participate on) 
the new broadcast, starting today | 
(July 19), are warned in advance | 
“You can lose your shirt.” The | 
volunteer assistant, who has no | 
chance to carry away prizes, must | 
come well heeled with cash| 
($100). 
He takes his money home if he | 
answers all questions correctly, | 
pays $10 and up if he fails. At| 
any rate, the moola, the contest- 
ant’s if he misses, the sponsor’s 
if he muffs, goes to charity. 
Bruno-New York, dealer for 
Bendix and RCA Victor appli- 
ances, and WNEW’s best client, is 
backing this 30-minute, 13-week 
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, series. 


WNEW promises that nobod) 
will make money on the deal (ex 
cept maybe Bruno, which ma 


pick up some customers from the 


promotion). The station will do- 
nate its take to charity as wil! 
Emcee Jack Barry and Burt Lam- 
bert, account executive. 

Every week Bendix will award 
an automatic home laundry to a 
different community organization 
—the group to be designated by 
the listener sending in the best 
question for the week. 


Gleason Files Suit 


Lev Gleason Publications, Chi- 
cago, has filed suit in circuit court 
requesting an injunction to bar 
police from interfering with dis- 
tribution of a “comic” book, Crime 
Does Not Pay, on the ground that 
the U. S. Supreme Court has 
ruled such interference unconsti- 
tutional. Distribution of the book 
had been stopped in Chicago last 
Oct. 10 on orders of Mayor Ken- 
nelly. 


ABC CIRCULATION 
OVER 500,000 DAILY 
OVER 1,500,000 READERS 


In Ohio, one out of four reads an Ohio Se- 


lect List Newspaper. 


This non-metropol- 


itan market is highly industrialized and 


growing 214 times faster than the rest of 


Ohio. Don’t neglect 


eager-to-buy market. 


this ever-expanding 
Remember, these 49 


dailies also reach most of Ohio’s farmers, 


because they cover 58 of the 88 counties. 


Write, wire or phone 


now! 


SELECT LIST 
NEWSPAPERS 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


WABast 
1204 


that 

failec 
tion, 

ioned 
confu 
plain 
plain 
dama 


not | 
davits 
to the 
nave 
compe 
tion t 
with ; 
ate al 
tiff’s 

can tl 
resolv 
ing a 
tempo 


ABC 
Her 
pointe 
search 
which 
since 
was n 
superv 
see al 
In the 
George 
of teck 


| 


, de Re ite Al ee 6 ee ae a 
‘ ae om ‘ Pi a eee Fr + eee wi “5 5 ee f am ena! <e ee EEF e eee = a ee step ey ae 5 AS Geis “ Be hte «ah Uo. ee er, E — a eee 
a ieee oe ; Sage io ge |: eee Seca name a ieee ee a ee eS ee aise 
: a a ed ae en ame abe 3 ? eis ee pes Gp te ee a a Br Aa a = i é eT ae To deus a: | us gece ye oe i: sears : : J e Gee Z ore eee” 
a oS ee Y ° . - > be 4 c : oe : . * a 
ath id 
a 32 ee 
seh 
seistie 
on _ 2 ’ i 
= ‘ ” a8 : ss | 
‘ €. ; use ~~ va r i me pm to 
t, fate B Sal ee 
ee i 
G og? a ae i ee oe Ee gee IPR on 
" € \ Bi lag es fe PSs a 2 pes sly eae Cie oe 
. a? eee ie 
te. aac fiyounant — Peet 
ay sf en vo # cg " - Pi " ~ eee sept i es, iid « ug 
Sie ; : a ‘ . a oops = r . ' vr a as es = coe al ee iB _ : , ‘ 
s : 5 m= « «' BEE aR! 2... een Ts tions 
4 i 2a " if eh /. 7 ir : 
5 os 2. a Me ‘7 are Qs : . 4 8 4 aoe ze ime 
_ ae > > eae Pe re 
fe ‘& fo EPRATMENT — P| Apri 
: e.g, an i ‘ mee Se dam 
Soa ae eee co eee ys Sai ll 
Se oe 2 ja ae 2 » 729 VWs: plair 
_ a” see Pe ew aon unfa 
’ ee ache ... . é es | Fe ee Ju 
ee Jee : / ae os —. ~¥ Ky. ae ae , “plai 
= Nis = ve RR Se ee . 

; ee st | AM ears ee ins te ai ee nopo 
at ™ Se “oe SA oe Oe on ‘Spo. 
o“ : ig wnt a Pw gee ee beh ap de ace ere eee -o ee vl ae 
ivy a ot ee ae rs, in tt 
aye ° | < 4 % — toad oo A a ‘ = 
i an : ay gy a = ae ie a — —  — — —— riodi 

_ “4 ae > ; a ’ ; 
r 2 paella mon > ee See that 
‘ Dye ee, . : *. “ys Lae ee ies. : To Phen, H, and : 
bY S ‘ : ees = Meo om . Se en e sie ie Base 38 a rea fs, f ] 
: as “Ie ba,” ; a ie 7 cay. oO a ee of t 
eh ‘ae “Tas . 7 ae a yee 
Ae: ke i ee er a) ¢3 ay “4 ie ie ie Gt ae that 
sat a es r ne a do of p 
t ee. eee fry a e - rt, a are a . 
esc i a. ‘~ eR SNe eS atk Se qul. 
. Ce ee ee ur 
° ae tc ane ee hc’ cee a. eee Ls aes 
| Po to pr 
ee = 
— 
“ ~ a a fact 
: ~ > /, 
as an // ' f | se 
i ~~ Wry oer 
- ' fF OS Vi ca 90,000 
| “FY Wty) RE 
wo - Aes 
? " a < 
~~ | a 
; D vA 
kc Ao —s Represented by JOHN W. CULLEN CO. 1319 TERMINAL TOWER, CLEVELAND 13, OHIO” 
: wleteees. ee As ae ae ~~ . emicaGe wttw #bes nin 
Fob er S : 
‘ Lo Set om a ye Pp, 
i = i Soe 
tale ] . i p = a 
=e : | 7 vat 
ae " A Bs Cee : 4 
: y fay \\B r | 
—* : seta ¥ 
x : see : 
z ‘ K ¢ N. (| 1, Ses Po 2 ; 
n v ie, N Sas ‘ za 
ce r\ a 4 ns ; tee ‘ 2 ; 
53 +] rae) a\ \ 2 | a 
9 2 \ sy fa ; (a ae 
. vv": : mr | 
| ee é P ae WA 
; 3S es y / \ i 
eo: ; | fs. oul 
a = is eee ae 
- . es orus oF a eh 4 ° 
; ae / ee ~ DA P ae A 
: a y and ioc 
: — ae Rta ae 
. Ss ra oe oe m 
. nn F a 3 aaa 
oe ‘e i ee 
7 ee: oe oO altel 
> eS os ioe he S 
24 oe a ae Sie Prod, . cha 
¥ = cin 
4 , me “an 9 : 
. Be 2 ‘ - ae > n a Clear. wat 
¥ 4 Bi . Wire hs . 
“a “ Sieg CWspg ut will 
: Ke ie, , ee 'ep Per to t 
; es Ste, ~~ S Oducs; ket. 
ee on & ae twenty f Ons rese 
Our 
| a - woursadey, [Il I 
| TT pe NeW 
PETA FR ar Ue SU cis Pees tes LT Oe a a ee mois ote sativa Sate Bagh Pe tts A ae hoe aaa es Fe, el em aot oo ee ese A ea i grieas SBF AS eee erie ered Set go Stks Wye) Lov WE oe ene se ON oe eae Seer 


idvertising Age, July 19, 1948 


Macfadden Fails 
to Get Injunction 


on ‘Sports Album’ 


New Yorx—New York State 
Supreme Court Justice Ferdinand 
Pecora has denied an injunction 
sought by Macfadden Publica- 
tions, publisher of Sports Maga- 


ine, against Sports Album of 
Dell Publishing Company (AA, 
April 5). 


To Macfadden’s charge that the 
publication of Sports Album 
caused Macfadden confusion and 
damage, the court ruled that the 
plaintiff will have to prove acts of 
unfair competition. 

Justice Pecora said that the 
“plaintiff asserts that while it is 
not entitled to an exclusive mo- 
nopoly of the use of the word 
‘Sport’ or any variation thereof 
in the title of a magazine or pe- 
riodical, nevertheless it insists 
that its magazine has become well 
and favorably known as a product 
of the plaintiff corporation and 
that the word ‘Sport,’ as the title 
of plaintiff's magazine, has ac- 
quired secondary significance. 
Furthermore, plaintiff charges 
that the defendant-publisher has 
failed to distinguish its publica- 


tion, Sports Album, and has fash- | 
ioned its title and cover so as to) 
confuse and take advantage of 
plaintiff’s position. Moreover, | 
plaintiff urges, confusion and 
damage have actually occurred 
and injunctive relief is necessary 
to prevent continuance of the al- 
leged acts of unfair competition. 
“The answering affidavits, how- 
ever, have indicated that there is 
a factual conflict here which can-| 
not be resolved upon the affi-| 
davits. Before plaintiff is entitled | 
to the relief which it seeks, it will 
have to establish acts of unfair | 
competition. Upon the instant mo- | 
tion there has not been a showing 
with sufficient clarity of a deliber- | 
ate attempt to appropriate plain-| 
tiff’s business. Only after a trial 
can the issues presented be fully | 
resolved. In view of the conflict- | 
ing affidavits, this motion for a) 
temporary injunction is denied.” 


ABC Names Bachman 


Herbert Bachman has been ap- 
pointed manager of television re- | 
search for ABC, New York, with 
which he has been associated | 
since 1946. David J. Miller Jr. | 
was named television operations | 
supervisor for American to over- 
see all technical video operations | 
in the New York area under | 
George O. Milne, ABC’s director | 
of technical operations. 


OUT IN | 


Amarillo, Texas | 
Radio Station | 


KEDA'S 


changing to a more POWERFUL 
far reaching voice (soon 5000 
watts (d) 1000 watts (n). KFDA 
will tell your message effectively 
to thousands in the Amarillo mar- 
ket. Ask a John E. Pearson rep- 
resentative for facts. 


KFDA 


— A NUNN STATION 
Amarillo, Texas 


lations for the former owners, and 
later became assistant publisher 
under Eugene C. Pulliam, presi- 
dent of Phoenix Newspapers, Inc. 


public relations. | joining successively the classified, 

Mr. Hall started with the or- local and national advertising de- 
ganization in 1923 as house-to- | partments. Then he became vice- 
house circulation solicitor, .soon | president in charge of public re- 


Three Join CCA 


The following publications have 
joined the Controlled Circulation 
Audit, Inc., New York: Arts & 
Architecture, Los Angeles; New 
Hardware News, New York, and) 
Western City, Los Angeles. CCA 
membership now consists of 150) 
advertisers, 85 agencies and 253 
publications and applicants, bring- | 
ing the total to 488. | 

| 
| 


ATLANTIC CITY & 


and its world-famous boardwalk — where 
. : millions from every state and nation find 
Appoints Durstine pleasure and relaxation. 

The Fleishhacker Paper Box 
Company, San Francisco, has ap-| 


Kee 


For complete coverage of these millions of 


pointed Roy S. Durstine, Inc., yearly visitors contact 

New York, to handle its adver-| 

tising. MAXWELL 
——— WRITE TODAY 

Robert Hall Resigns For available rates and locations write 

as Pulliam’s Aid | 


Robert C. Hall has resigned as | 
assistant publisher of the Phoenix | 
Republic and Gazette after 25) 
years with the organization. He 
plans to go into some phase of) 


TheRCMaxwellCo, Adantic CityN.Jf | 


To Sell to the Building Industry... 


ee. 


a 
es. 
iS ° 


where the top building papers are published 


BUILDERS 


PRACTICAL BUILDER is the building industry's No. 1 
contractor paper. Its builders are consumers of a $9 
billion market, $5 billion of which can be reached only 
through PB. (Survey on request) 75,000 distribution. 


WHOLESALERS AND. DEALERS 


BUILDING SUPPLY NEWS is the Lumber Dealers’ Bible. 
Its dealers are the hub of the building market, most 
aggressive merchants, most buying power. BSN is FIRST 
with advertisers and readers. 20,000 distribution. 


° At Building Headquarters you'll find the 
BUILDING MATERIAL MERCHANT AND WHOLESALER 
goes to 4,500 jobbers and wholesalers—18,500 lumber 
dealers, including all dealers not covered by other 
papers. CCA. 


MANUFACTURERS 


CERAMIC INDUSTRY, read by 4,300 top executives, 
including manufacturers of sanitary ware, ceramic tile, 
architectural enamel, refrigerators, ranges, washers, 
etc., window and plate glass, glass block, and others. 
The Top paper. e 


Covering the Building Industry 
from Manufacturing to Construction 


For over 30 years, all our time and resources 
have been devoted to the interests of this 
vast multi-billion dollar industry. Our 5 
separate publications cover manufacturers, 
wholesalers, dealers and builders—each 
paper separately edited by separate staffs. 
We have no horizontal building publica- 
tions trying to serve different, often con- 
flicting, interests. 


largest, most experienced, most practical 
editorial staffs—the widest experience in 
every branch of building—the Top Build- 
ing Publications. 


That’s why your advertising clicks in these 
publications, because each goes straight to 
the job-interests of its readers. That’s why 
these publications give you so much reader 
interest and acceptance—so much value 
for your advertising dollar. 


BRICK & CLAY RECORD goes to over 4,000 key men in 
plants making tremendous quantities of structural clay 
products needed for America's big construction program. 


Ask U4! our sto KNOWS the building 
industry. Ask Building Industry Headquarters for 
facts about the building market. Send for copies 
of booklets and research data interpreting the 
light construction market fer your products. 


Industrial Publications, Inc. 


For over 30 years Exclusive Publishers to the Building Industry 
5 SOUTH WABASH AVENUE—CHICAGO 3 
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: foe jare: Ist vice-president, Fred C. 
Rominger Advertising Agency,|Emerson, Spartan Saw Works, 
Dallas, has been named to direct | Inc.; 2nd vice-president, Clarence 
the advertising of Capitol Prefab-|Eyans, the Chemical Corporation, 
ricators, Tyler, Tex., builder of | and secretary-treasurer, Harold D. 
prefabricated homes; Ideal-Aire | Leslie. 

Company, Dallas, manufacturer of 


air conditioning equipment, and . . 
Meggs Company, Dallas, Texas ate . fone bl man 
distributor for Diamond tires. ogur ef DuMont’s New York tele- 
vision station, WABD, has been 
Sales Managers Elect {named director of the Newark 
Edward J. Witherall, C. F.| News radio station, WNJR. He 
Church Mfg. Company, has been| will direct the activities of this 
elected president of the Spring-| station and its FM affiliate due on 
field Sales Managers Club, Spring-| the air late this fall. 


BUFFALO. 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY SMITH CO., National Representatives 


Three Name Rominger | field, Mass. Other officers elected | 


MAGAZINE 
LWage TREND 


GENERAL 
Ace Fiction Grp... 
American Magazine 
American Forests. 
American Home 
American Legion.. 
American Mercury 
Atlantic Monthly. 
Better Homes & 

Gasdens ......- 
Christian Herald.. 
eo ee 
SCoromet ..ccccees 
Cosmopolitan 
Dell Detective Grp. 
Dun's Review 
Eagle Magazine... 
ne ct eaneavess 
nt hs vicwuweka’s > 
Esquire (Natl.) ... 
Extension ........ 


Whithorn FOR AD-SETTING 
Caithorn FOR ENGRAVING 
Veithorn FOR PRINTING 


Qeithorn Corporation 


400 North Rush Street * CHICAGO 11 © ILL. 


Telephone Whitehall 2300 


5. ee ar 
+tHarper’s Magazine 
| Holiday Saino ye dig 
|House Beautiful.. 
House & Garden.. 
| Improvement Era. 
| Macfadden Men’s 

GOs! bsscctueees 
| 


Motor Boating 


| Nation’s Business. 
i*Nature Magazine 
Pe dae taken ad «9 de 
Popular Fiction 
|. Cn ’ co4 Bins e0 0.0 
| Popular Mechanics 
| Popular Science 
a eee 
MORORTGRR cccceires 
| Science Illustrated 
PS. csbebéed e's 
*Street & Smith All 
Fiction Grp. .... 
Ph.” teh adb os 0-0 < 
Thrilling Fiction 
ne ) heewede es 
Town & Country.. 
OUD ccdascavéeverse 
WU UEEE  cevieadoece 
CO 


Total Group.... 


0 A ee 
Family Circle 
Ce. chase ecese 
*All Editions ... 
GIGEROUP scccscser 
Good Housekeeping 
Harper’s Bazaar.. 
Holland’s ........ 
‘Household ....... 
*Intimate Romance 
Ladies’ Home 
SOMO sai cawses 
Mademoiselle 
ey eee 
Modern Romances 
CREED eesseecece 
Modern Screen 
| ere 
Motion Picture (F) 
Movieland ....... 
MEOVIO TATE «ccccss 
Movie Show ...... 
Movie Stars Parade 
Movie Story (F).. 
Parents’ (N. Y. 
Metro Ed.) ..... 
Parents’ (Nat'l)... 
Personal Romances 
Photoplay (Mac).. 
Radio Mirror 
See oth ée wos 6 
*Real Romance 
*Real Story ...... 
Screen Guide ..... 
Screenland ....... 
Screen Stories .... 
or 
Silver Screen ..... 
Today’s Woman 
True Confessions 
Cie aveadduavece 
True Experience 
cee weseeeene 
True Love & 
Romance (Mac). 
True Romance 
CRD. § abescecseiee 
ZEGO BeOTF ccccccs 
PVG csccccescos 
Woman’s Day 
3) 
*All Editions ... 
Woman's Home 
Companion ..... 


Total Group 


Mechanix Illustrated 


| National Geographic 


WOMEN’S 


IN Ou MAGAZINES 


c 1948 ~ 1947 =) 1948, -——1947 ~ 
Pages Lines Pages Lines Pages Lines Pages Lines 
OUTDOOR 
3.9 868 5.8 1,808 American Rifleman 45.3 19,454 48.6 20,867 
45.1 18,933 47.1 19,799 Field & Stream... 64.5 27,682 76.8) 32,938 
12.2 5,124 14.3 6,006 Fur-Fish-Game... 19.1 8,192 17.8 7,617 
43.3 27,368 52.2 33,007 Hunting & Fishing 23.5 10,079 22.0 9,611 
16.5 6,946 114 4,882 Outdoor Life ..... 52.2 22,382 67.9 29,112 
4.2 770 5.4 987 COMBMOGEE cccescce 16.5 7,060 24.6 10,572 
16.6 6,983 10.3 4,305 Sports Afield ..... 59.2 25,882 73.0 31,544 
80.5 50,873 78.1 49,384 Total Group.... 280.3 120,231 330.7 142,161 
17.7 7,600 19.5 8,364 YOUTH 
2.5 1,708 3.5 2,400 | The American Girl 8.7 3,729 7.4 3,169 
4.0 728 ees tenes “2 ae 8.4 5,387 12.5 7,969 
42.5 18,218 52.8 22,661 | Calling All Girls.. 14.3 6,115 10.0 4,282 
13.7 5,897 11.1 4,770 Camas (REED ki vccess 0.3 109 1.9 802 
48.2 20,244 40.0 16,800 Open Road ....... 6.9 2,977 11.0 4,735 
4.5 1,878 2.3 955 GOVRRCEOE. 0 cebve-cs 45.3 30,772 36.9 25,070 
29.8 20,230 13.6 9,180 
4.7 1,995 7.0 3,023 Total Group.... 83.9 49,089 79.7 46,027 
tg! oer 100.4 67,480 COMICS MAGAZINES 
R ,055 11.9 8,197 *c : tt 
alling All Boys. ‘vo eee e 2.8 1,077 
93.0 58,776 93.0 58,776 | amous Funnies.. 6.0 2,322 4.0 1,548 
16.9 7,115 19.0 4,526 | ¢Fawcett Comics.. 9.0 3,402 11.5 4,347 
66.2 44,984 60.6 41,186 | *Harvey Comics .. 10.0 3,780 2.0 156 
47.1 29,796 62.3 39,348 ®SMarvel Comic Grp. 
44.7 28,280 43.3 27,366 (total 3 units).. 14.5 5,487 5.0 1,890 
15.3 6,569 29.1 12,497 *Red Unit ...... 5.0 Se ie the cg Sie 
*Blue Unit ..... 4.5 Ft ee ree 
9.1 3,905 10.2 4,357 *Yellow Unit ... 5.0 ee, <'tee _. evens 
63.5 14,228 57.1 12,784 Nat’]l Comics Grp. 
90.9 53,435 97.5 57,342 (total 2 units)... 19.0 7,182 20.0 7,560 
26.7 6,348 22.7 5,396 *Red Unit ...... 10.5 3,969 12.0 4,536 
29.7 12,725 35.2 15,093 *Blue Unit ..... 8.5 3,213 8.0 3,024 
2.9 1,254 3.8 1,635 *Polly Pigtails 1.6 640 3.1 1,195 
’ 15 i Premium Group 
“ oes saa are of Comics ...... 2.1 809 1.5 578 
10.0 2,251 8.5 1,906 | Thrilling Comics 
131.1 29,363 124.5 27,888 Ck. séeveasnsecs 4.0 1,512 4.0 1,512 
119.9 26,866 103.5 23,184 | *True Comics ..... 6.6 2,674 5.1 1,943 
7. 7a 6 Ce | Selah Geta... 105, 07008. 6A. 80D 
14.4 6,056 12.5 5,241 WEEKLIES—JIUNE 
10.6 4,557 12.7 5,434 | “American Weekly 68.5 68,543 82.9 82,934 
Business Week .. 303.1 127,294 272.0 114,254 
2.0 372 2.0 372 Christian Advocate 17.8 7,466 16.9 7,091 
58.2 24,476 64.0 27,025 og ere 198.3 134,839 223.1 151,691 
Sy oxo Gsheseevebe 81.5 34,948 83.6 35,854 
11.6 2,589 10.2 2,280 OE. 6 etanseeues 32.0 13,743 36.8 15,782 
53:2 $5,742 71.0 47,7065 | Grit ..cneccccces 21.6 22,639 27.3 28,692 
23.3 9,966 33.5 14,360 GEeOTey cascseses 14.6 6,250 49.0 21,025 
8.6 3,696 8.0 5,062 DD. Se-cedeeedans 306.2 208,186 380.7 258,844 
82.5 48,510 96.5 56,742 | LOOK ....eeeeeeee 92.8 63,124 91.2 62,023 
UNewsweek ...... 224.8 94,412 259.1 108,803 
“uNew York Times 
— Tere a Magazine ...... 129.2 109,811 148.7 126,427 
New Yorker ...... 218.4 93,690 225.2 96,623 
28.3 12,155 36.2 15,515 Ee . ssaccees F 28.5 24,258 17.2 14,634 
bPathfinder ...... 50.7 21,732 25.7 10,992 
23.6 10,115 19.1 8,178 Saturday Evening 
35.1 15,064 34.0 14,587 Dt Cdvepeewest @ 372.4 253,218 379.3 257,893 
35.2 15,080 32.5 13,941 Saturday Review 
103.4 44,375 94.0 40,364 of Literature ... 44.4 19,066 41.2 17,676 
30.3 19,165 34.5 21,830 | cSporting News... 30.7 32,841 20.3 21,765 
15.4 10,807 16.2 11,382 uThis Week Maga- 
27.4 11,739 19.7 13,410 SO Fateh vans 50.6 43,024 71.6 60,860 
31.8 13,684 ee) | ere a. 281.3 118,164 353.0 148,249 
U. S. News & 
86.4 58,742 98.9 67,263 World Report... 96.6 40,567 128.4 53,936 
43.2 18,518 148.0 63,492 ——_—_ 
62.6 42,542 66.7 45,379 Total Group.... 2,664.0 1,537,815 2,933.2 1,696,045 
30.7 13,172 36.3 15,588 *Not included in totals. tLarger page size begin- 
ning July, 1948. June-July issues combined, ?Threé 
34.0 14,574 43.1 18,475 | issues 1948; four issues 1947. *Smaller page size 1:48 
34.7 14,864 42.5 18,230 July-August issues combined 1948. “Smaller page : iz 
26.1 11,193 22.7 9,758 | 1948. 5One issue 1948; two issues 1947. °Thirtee? 
30.5 13,100 27.2 11,694 | books 1948; 14 books 1947. ‘July-August issues com 
23.0 9,877 26.9 11,525 | bined. *Sold as single unit only during 1947. ®Lar-er 
30.4 13,080 27.9 11,980 | page size 1948. Three issues 1948; 1947 four mont?!) 
33.0 14,156 41.5 17,801 one bi-monthly. ™Four issues 1948; five issues 1 47 
aOne issue 1948; two issues 1947. bThree issues 1:45 
59.4 25,475 64.1 27,507 | two issues 1947. cFive issues 1948; four issues 194 
54.5 23,387 57.8 24,800 
41.3 17,725 21.1 9,053 CANADIAN 
MOOUIOR Ys basco sa 31.9 21,715 42.9 29,145 
33.0 14,169 33.4 14,311 Canadian Homes & 
20.6 8,858 14.2 6,091 Gardens ....... 41.5 27,894 41.6 27.93 
20.6 8,858 14.2 6,091 | Chatelaine ....... 32.4 22,026 44.5 30,172 
26.1 11,193 22.7 9,758 | Maclean’s(2issues) 38.0 25,824 56.0 38, 3 
22.0 9,451 24.6 10,560 | Mayfair ......... 66.5 44,720 50.1 3 
32.4 13,889 36.4 15,617 National Home 
18.7 8,041 14.2 6,094 Monthly ....... 27.9 18,993 25.9 17,'8 
21.9 9,385 24.7 10,588 | 1isNew Liberty ... 27.4 11,771 37.3 16, 04 
13.1 5,640 12.9 5,514 Revue Moderne, La 26.8 18,223 22.9 15 
re Revue Populaire, La 29.7 20,768 26.6 18, 
41.3 17,715 43.9 18,834 | *samedi, Le ...... 40.8 28,563 43.5 30 
34.8 14,946 35.2 15,087 Total Group.... 362.9 240,497 391.3 257, 5 
35.8 15,346 35.1 15,077 *June linage. One issue 1948; four issues 1947. 
35.5 15,220 37.3 15,997 *Canadian National Weekend Newspapers 
54.2 23,247 56.9 24,394 (Rotogravure linage) F 
34.4 21,740 53.3 33,703 SEM PEN vcccsess 39.3 39,277 45.0 44, %} 
ee errr 36.8 36,823 40.5 40,. 12 
40.0 17,169 34.6 14,838 Montreal Standard 56.3 56,317 43.4 43, a8 
41.9 17,986 36.6 15,707 Star Weekly ..... 51.9 49,308 56.9 §4,' 08 
53.2 36,205 50.1 34,035 Total Group.... 184.3 181,725 185.8 182," 3! 
1,394.2 666,225 1,542.0 742,956 *June linage. 1F our issues 1948; five issues 1947. 
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Norge Adds / 
Products: Tells 
New Media List 


Detroir—iIn conjunction with 
the launching of an accelerated 
national advertising campaign for 
the fall and winter, the Norge di- 
vision of Borg-Warner Corpora- 
tion has added seven new prod- 
ucts developed “to further round 
out our line of major household 
appliances,” according to H. L. 
Clary, director of sales. 

The new additions are a re- 
frigerator, a gas range, two elec- 
tric ranges, a water heater, a bev- 
erage cooler and a milk cooler. 

The new refrigerator brings to 
seven the number of models in 
that line and will fill a gap be- 
tween the lowest priced model of 
eight cubic-foot capacity and the 
deluxe, non-automatic defrosting 
model, Mr. Clary declared. 

Four burners, a standard size 
oven and slide-out, drop-front 
broiler are features of the new 
20-inch gas range, which is styled 
in keeping with the three other 
Norge gas ranges. 


10,000 Dealers Participate 


With addition of the new elec- 
tric range models, this line is ex- 
panded to four. Two are fully 
automatic. A new feature of the 
deluxe ranges is the Hi-Lo ele- 
ment which may be raised from 
the deep-well receptacle for sur- 
face cooking. Pressure cooker to 
fit in the deep-well is available as 
an accessory. 

A table-top water heater was 
added for those who wish to in- 
stall it as a cabinet in kitchen or 
laundry room. 

Introduction of the beverage 
and milk coolers marks Norge’s 
re-entry into this field. The bev- 
erage cooler is available in two 
models. One has a capacity of 
460 six-ounce bottles or 360 12- 
ounce bottles. The other’s capacity 
is 700 six-ounce bottles or 550 
12-ounce bottles. 

A national factory-paid adver- 
tising program will be carried in 
about 25 national magazines and 
seven trade publications, in addi- 
tion to a strong factory-distribu- 
tor-dealer cooperative campaign in 
newspapers in which all of the 
10,000 dealers are called upon to 


SLOANE'S ENTRY—Wilbur Newman, vice-president in charge of sales, and 

Evelyn Barry, advertising manager of Sloane-Blabon Corp., New York, display 

three sizes of Sloane Quality wax, the company's new linoleum wax product, 

which will be nationally advertised -_ -— through Sloane-Blabon distributors 
and dealers. 


participate. 

Both color and black-and-white 
space will be used in the farm 
papers and magazines. Those on 
the list include: 


Magazines, Shows Listed 


The American Home, Better 
Homes & Gardens, Bride’s Maga- 
zine, Bride’s Reference Book, 
Business Week, Country Gentle- 
man, Electricity on the Farm 
Magazine, Farm Journal, ' Field 
and Stream, Good Housekeeping, 
Hoard’s Dairyman, Household, 
Ladies’ Home Journal, Life, Look, 
McCall’s, Progressive Farmer, Ro- 
tarian, The Saturday Evening 
Post, Small Homes Guide, Suc- 
cessful Farming, Sunset, True 
Story, Woman’s Home Companion 
and U. S. News & World Report. 
The magazine section of aed 
Science Monitor also will be used. “a 

Among the trade publications 
to be used are Air Conditioning & Perrault Named A.M. 
Refrigeration News, Electrical Morris McKenna Perrault has 
Dealer, Electrical Merchandising,| been named advertising manager 
National Furniture Review, Radio | of Ciba —seweie: Seeniesl, esl 

5 od 4 ical products manufacturer. 
Fumie News and Western | He was formerly with Abbott Lab- 
Radio & Appliances. | oratories in the United States and 

| advertising manager of Burroughs, 

An expanded outdoor program | welicome & Co. and Merck & Co.. 
will be used, but the extent of this! Montreal. 
has not been determined. eens: a 
Two transcribed radio shows ; 
are being made available to deal-| Gardner Appointed 


ers on a co-op basis. These are The Southwestern Bell 


tion in these shows is anticipated. 

Television is being used by the 
factory on WWJ-TV in Detroit 
and by distributors in several 
other cities, chiefly on a special 
event basis. 

Campbell-Ewald Company, De- 
troit, handles the account. 


Griswold Joins Wright 

Arthur R. Griswold, who has 
been in the public relations de- 
partment and editor of the em- 
ploye magazine for the Silex Com- 
pany, Hartford, Conn., has joined 
the staff of Martin Wright, New 
Haven, Conn., employe, commun- 
ity and public relations counsel. 
During the war Mr. Griswold was 
public relations director of the 
New York regional office of the 
WPB and before that was a vice- 
president of McCann - Erickson, 
New York. 


Tele- 


Allan Ladd’s “Box 13” show and 
Freddy Martin’s “Show Time/ner Advertising Company, St. 


from Hollywood.” Wide participa-| Louis, to handle its advertising. 


If you’re interested in cheese 
cake — the edible kind — it’s the one 
on the right. There are over 3,000,000 
of her, spending family incomes that 
are among the highest for all big 
magazines. BH&G screens her 
for you because its 100% service con- 
tent squares completely with her 
interest in family and home. 


America’s First Service Magazine 


les 


Gardens 


phone Company, with main offices | 
in St. Louis, has appointed Gard-_| 


| 


35 


i ; general manager of the Review, 
United Steel Maps Drive fie wnk Cal. Prior to his posi- 
United Steel Corporation, To-/ tion with Moose, he was manag- 
ronto, has launched a campaign | jing editor of the United Feature 
in financial, export, industrial, | Syndicate in New York. 
trade and technical publications, 
featuring a variety of mechanical 
equipment. The Toronto office of 
Walsh Advertising Company is the 
agency. 


Issues Directory 

The Artists Guild of Chicago 
has issued a “25th Anniversary 
Directory,” which lists the guild’s 
approximately 600 members, their 
addresses, phone numbers and 
specialties. 


THE MAGAZINE 


of the TRADE > 
for more than 30 years 


HOSIERY & UNDERWEAR 
Revi 


1 WEST 34th ST., NEW YORK 1 


Beaman Joins ‘Review’ 
Niver W. Beaman, formerly edi- 

tor and general manager of the 

Moose Magazine, Chicago, has be- | 
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Heinz Co. Plans 
Biggest Outdoor 
Drive: Dimond 


Beprorp, Pa.—More than $12,- 
500,000 is being spent this year on 


outdoor advertising of foods, Ar-| background 


thur Dimond of the advertising 
division of H. J. Heinz Company, 
Pittsburgh, told members of the 
Outdoor Advertising Association 
of Pennsylvania at its annual 
summer meeting here. 

He said that Heinz, which now 
is in its 50th year of using out- 
door advertising, is planning “the 
largest expenditure on this me- 
dium in the company’s history in 
the coming year.” He cited a 
study conducted in Fort Wayne, 
Ind., by the Traffic Audit Bureau, 
showing that outdoor advertising 
had done an outstandingly suc- 
cessful job for baby foods there. 


Flip up this tiny metal tab and 
it breaks off. Under it appears 
the word “OPENED”. 


It is the farmer's “seal of ap- 
proval”...a clasp that binds the 
knot on every bag of certified 
seed he buys. It marks the grower 
as a far-sighted businessman who 
grows superior seed and sells it 
to the cream of the farm market. 


It 1s very likely too, that this 
grower of “padlocked” seed 
is one of the Influential Million 
farmers in our nation today —a 
member of the American Farm 
Bureau Federation. For in this 
group are the rural leaders of 
America ...the farm people who 
influence the buying of their 
neighbors, their community and 
their nation. Reach this power. 
ful following through their own 
publication ... 


She Nation's 
AGRICULTURE 


OFFICIAL PUBLICATION FOR 


1,358,810 


FARM FAMILIES OF THE 


AMERICAN FARM BUREAU FEDERATION 
109 North Wabash Ave., Chicago, Ill. 


Praising current traffic safety 
programs using outdoor, Charles 
Horn, vice-president of D’Arcy 
Advertising Company, St. Louis, 
said that Genera: Tire & Rubber 
Company, Akron, O., will display 
a traffic poster headed “Give the 
Kids a Break” on 8,000 panels in 
September. Coca-Cola Company, 
he said, plans to display two de- 
signs a month in 1949, seven of 
them with predominantly white 
that will require 
clean blanking paper to be effec- 
tive. 


Urges Cooperation on Safety 

Myles Standish, Providence, R. 
1, vice-president of Outdoor Ad- 
vertising Association of America, 
said that 80% of outdoor adver- 
tising for traffic safety is wasted 
unless contact is made with city 
and state officials, business groups 
and officers of various associa- 
tions. About 16,000 safety posters 
have been displayed by the or- 
ganized outdoor advertising in- 
dustry in the past two years, he 
said. 

Joseph M. Jones, McCann- 
Erickson, New York, said that 
agencies by-passed outdoor ad- 
vertising for some products be- 
cause they required descriptive 
explanations that are “not suited” 
to the medium. 

“Outdoor advertising is in the 
best shape it has ever been in,” he 
said. “The value is there, and yet 
the medium is only in its in- 
fancy.” 

A. B. Raughley, sales manager 
of General Outdoor Advertising 
Company, Philadelphia, stressed 
the importance of service to local 
outdoor selling. He asserted that 
outdoor must raise the quality of 
its local copy to the standards of 
the national advertiser, just “as 
other media have done.” 

Tom J. Nokes Jr., of Outdoor 


Advertising, Inc., New York, said 
that the agency, although a friend 
of the outdoor medium, does not 
attempt to promote its use except 
when it fits into the advertiser’s 
plans. He urged “more consistent 
selling effort” by outdoor adver- 
tising companies. He said that 
every month there are more than 
200 changes in personnel among 
the advertisers and agencies and 
that outdoor companies must keep 
abreast of these changes in order 
to place their story effectively be- 
fore the right people. 


Fremont Rubber Uses TV 


Fremont Rubber Company, Fre- 
mont, O., maker of Fremont rub- 
ber tile, has produced a 16 mm. 
motion picture film for use by 
dealers in cities having television 
stations. A test of the medium has 
been made on Toledo’s new sta- 
tion, WSPD-TV. 


Dowd Names Lutkins 
David R. Lutkins has been ap- 


pointed to handle sales develop- | 


ment activities in the industrial 
advertising department of John C. 
Dowd, Inc., Boston agency. The 
department is directed by Frank 
J. McArdle. 


McKim Appoints Two 
Dennis O’Sullivan, on the copy 
staff of McKim Advertising Ltd., 
Toronto, has been named an ac- 
count executive of the agency. 
Geoff Traunter, formerly with 
Brigdens Ltd. and Bomac Electro- 
typers in Toronto and Montreal, 
has been appointed art director. 


Caples Shifts Rullman 

Russell R. Rullman, who joined 
the Caples Company in 1935, and 
since his release from the Navy 
has been account executive in the 
Chicago office, has been appointed 
acting manager of the agency’s Los 
Angeles office. 


GREAT INDUSTRIES iu THE 


over 12 million pairs of Cameo" 


MAY McEWEN KAISER CO. 


. « « largest ladies full fashioned hosiery 
manufacturer in the South employs 2600 
people who work and live in the GROW- 
ING GREENSBORO MARKET. Operating 
7 modern plants in this area they produce 


annually, sold from coast to coast. 


The tremendous financial expansion of the 
GROWING GREENSBORO MARKET 
when projected against the all time high 
Net Effective Buying Income of $594,244,- 
000* in the 12 County ABC Retail Trading Zone 
is reflected in the $401,705,000* total Re- 
tail Sales in this same area . . . reached only 
by the NEWS and RECORD with current circu- - 
lation of more than 92,000 and better than 64°%/, 
coverage of families in the ABC Market. 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelly, Inc. 


hosiery 


H. M. Kaiser, 
President 


| home. Where is everybody? 


FC&B Dropped 37 
Employes After 


sll eile tele 


The Creative Wans Corner 


A word about video. Television, to youse guys. 

From what this Corner has seen of it so far—with and 
without glasses—it is sad. Very sad indeed. The gauche 
and amateurish use that is being made of it today comes 
close to convincing the writer of these lines that his here- 
tofore privately held opinion of advertising men is not too 
far from reality: they do better with the paste pot and the 
scissors than they do with the old noggin. 

Here is a terrific medium—combining not only sound and 
sight but movement, action. The stations themselves, of 
course, with the two-bit entertainment they have been pro- 
viding, can hardly be said to be setting an example for the 
imagination-starved agency man to follow and copy. 

Regardless, the average commercial being cooked up in 
television test-kitchens today is little short of shameful, 
considering the opportunities that the medium affords. 
This, of course, is not entirely unexpected-—not at this desk, 
anyhow. For the past two years, releases from agency pub- 
licity departments have been announcing “new television 
departments”—as if the answer to the problem of knowing 
television was to establish a department. Most of these 
moves, if the occupant of this space may be just a little 
cynical, were undoubtedly pure whitewash and window- 
dressing anyhow. 

From what this Corner has seen of television so far, it 
believes that the proper use of that medium requires special 
television departments much less than it needs sound adver- 
tising thinking, and radio and television directors are apt 
to be a little short on that score. This opinion on the part 
of your correspondent is not to be interpreted as a ripe 
tomato thrown in the direction of any living radio or tele- 
vision directors—it just so happens that they are usually 
longer on entertainment know-how than they are on sales 
know-how. What television needs is a Claude Hopkins or a 
J. Stirling Getchell. They may not have known an icono- 
scope from an isotope, but they did know how to get a sales 
message across in a particular medium—and television is 
a medium that offers everything but smell. (Take that 
back—the way it’s being used today it offers that, too.) 

What bewilders this Corner is that a medium as realistic 
as a pitch-man’s table should be littered with cartoon com- 
mercials and trips through the factory. For here is the 
opportunity every advertising man should have been living 
for—the opportunity to demonstrate a product right in the 


however, not only to Lucky Strike 
and the addition of more Rexall 
advertising but to expansion of 
accounts already in the shop. 


Loss of Luckies 


New YorkK—-The shift last spring 
of the $10,000,000 Lucky Strike 
cigaret account from Foote, Cone 
& Belding to Batten, Barton, Dur- 
stine & Osborn did not make either 
the firing or hiring of personnel 
as “wholesale” as had been ex- 
pected. 

Emerson Foote, FC&B president, 
announced when he resigned 
American Tobacco advertising 
(totaling about $12,000,000, includ- 
ing Luckies and Pall Mall) that 
some 200 FC&B people were work- 
ing on it, many of them part time. 
This number was said to repre- 
sent the full-time work of 110 
people. 

But FC&B, New York, has 
dropped only 37 people as a re- 
sult of Vaffaire American Tobacco. 
New accounts and expansion 
otherwise cushioned the loss. 

On the other hand, BBDO has 
added only about 10 directly be- 
cause of Lucky Strike. In its 11 
offices, BBDO had 992 employes 
on March 31 and 1,040 on June 30, 
an increase of 48. This was due, 


Udall Joins Railton 

Fletcher S. Udall, who joined 
the executive staff of the Four A’s, 
New York, following service in 
the Navy, has joined Richard Rail- 
ton Company, San Francisco pub- 
lishers’ representative. Mr. Udall 
will be in charge of an office soon 
to be established in Los Angeles, 
and the company name becomes 
Railton, Udall & Co. 


Newcomb Elects Albers 


Charles E. Albers, general man- 
ager since 1936 of James F. New- 
comb Company, New York, com- 
mercial printer, has been elected 
president of the company, suc- 
ceeding the late James F. New- 
comb. Mr. Albers joined New- 
comb in 1924 as operating vice- 
president. 


To Air Football Games 

The Greater Detroit Plymouth 
Dealers Association has signed to 
sponsor the broadcasts of all Uni- 
versity of Detroit football games, 
at home and away, over Station 
WJBK, Detroit. Powell Grant Ad- 
vertising, Detroit, handles the ac- 
count. 


*1948 Sales Management Figures. 
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936 North Michigan Avenue + Chicage ! 
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BIG BLOW-UP—This two-color spread that will announce the new Easy 


Spindrier washer to the public in The 


Saturday Evening Post next month was 


shown to distributors by Robert F. Anderson, Batten, Barton, Durstine & Osborn 
(left), and Richard £. Weiss, advertising and sales promotion manager, Easy 
Washing Machine Corp., Syracuse. 


Trester to Head 
C of C Ad Group 


WASHINGTON—Leonard W. Tres- 
ter, public policy director, General 
Outdoor Advertising Company, 
Washington, has been named 
chairman of the committee on ad- 
vertising of the Chamber of Com- 
merce of the United States for 
1948-"49. 

The committee is conducting an 
“American Opportunity” program, 
designed to inform the people of 
the country of the purposes and 
workings of the economic system. 

Other members of the commit- 
tee are: Frederick Bowes Jr., Pit- 
ney-Bowes, Stamford, Conn.; 
Frank Braucher, Periodical Pub- 
lishers Association, New York; 
R. J. Canniff, Servel, Inc., Evans- 
ville, Ind.; Charles E. Carey, Goe- 
bel Brewing Company, Detroit; 
Tom Cathcart, This Week Maga- 
zine, New York; William N. Con- 
noly, S. C. Johnson & Son, Racine; 
G. D. Crain Jr., ADVERTISING AGE, 


pany, Philadelphia; Frederic R. 
Advertising Agencies, New York; 
Clarence B. Goshorn, Benton & 
Bowles, New York; Sterling E. 
‘Graham, Cleveland Plain Dealer; 
Robert M. Gray, Esso Standard 
Oil Company, New York; Edgar 
Kobak, Mutual Broadcasting Sys- 
tem, New York; Duane Jones, 
Duane Jones Company, New York; 
Charles Luckman, Lever Brothers 
Company, Cambridge; Kenneth G. 
Patrick, General Electric Com- 
pany, New York; Don D. Patterson, 
Sarasota, Fla.; Marvin Pierce, Mc- 
Call Corporation, New York. 

Also: J. Harold Ryan, The Fort 
Industry Company, Toledo; Myles 
Standish, Standish - Barnes Com- 
pany, Providence; Herman W.. 
Steinkraus, Bridgeport Brass 
Company, Bridgeport; John T. 
Tuthill Jr., Patchogue Advance, 
Patchogue, L. I.; and Frederick L. 
Wertz, Window Advertising, New 
York. 

James W. Baker, president and 


general manager of Baker-Law-| 


Chicago; Justin Dart, Rexall Drug, | hon and Ford, Shreveport, La., 


Los Angeles. 


Many Firms Represented 
Also: Joe M. Dawson, Geyer, 
Newell & Ganger, New York; Ken | 
R. Dyke, National Broadcasting | 
Company, New York; Gene Flack, 
Sunshine Biscuits, Long Island | 
City; Edmund J. Frazer, National 


Transitads, New York; Edwin S. | 


Friendly, New York Sun; Walter 


‘has been appointed chairman of | 
|the chamber’s domestic distribu- | 


tion department committee. Ben-| 
jamin H. Namm, of Namm’s store, 


|Brooklyn, will serve as  vice-| 
| president. 
WADE Advances Hankins. 


Jack Hankins, commercial man- | 
ager of Station WADE, Wades- | 
|boro, N. C., has been appointed | 


D. Fuller, Curtis Publishing Com-| general manager of the station. | 


Newsday 


dominates the Real Long Island 


. 
’ 


-where Retail Sales exceed $2,000,000 a day 


85,920 


net paid daily average June 1948 


Alicia Patterson, Editor and Publisher 


Executive Offices, Hempstead, Long Island, N. Y. 
Represented Nationally by Kelly-Smith Company 


|Establish NY Agency 


Gamble, American Association of 


Victor Nottingham and Ray- 
mond Phaneuf have formed a new 


advertising agency, with offices | England 


| Appoints Johnson 


Richard A. Johnson, field rep- 
resentative in charge of the New 
and middle Atlantic 


in the penthouse of the Hotel| states, has been named director of 


Barbour, 330 W. 36th St., New) 


York. Claire Burch, feature and | Beverage 


| public group relations of Licensed 
Industries, Inc., New 


fiction writer, has been named di- York. 


rector of public relations of the | 
new agency. 


To O'Neil, Larson 


O’Neil, Larson & McMahon, Chi- | 


cago, has been retained to handle | 


the advertising of Hinsdale Mfg. | quarters in Oakland, Cal. 
Company, Chicago, manufacturer | formerly sheet products eae 


of wrenches. 


Kaiser Names Menz 
John Menz has been named as- 


|sistant general sales manager in 


charge of sales promotion of 
Kaiser Aluminum, with head- 
He was 


'for Kaiser. 


ie ms ore 
ALSO PUBLISHERS OF THE NATIONAL BOTTLERS GAZETTE 


——- 100% COVERAGE OF THE 
LATIN AMERICAN SOFT DRINK 


‘2 


PEL EMBOTELLADOR 


The only Spanish language publica- 
tion devoted exclusively to the Letin 
American soft drink industry 

Guaranteed minimum circulation $,008. 
Published quarterly. Jan-Apr july-Oct. 


ivd., Los Angeles 
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MEN WHO ARE MAKING ee GREAT 


M/ieev BERNARD SAKOWITZ 


As Executive Vice President of Sakowitz Bros., one of 
Houston’s oldest and most exclusive fashion stores for men and 
women, Mr. Sakowitz is an important figure down our way. He 
has been buying most of his space from The Chronicle for years, 
a tangible that pleases us; but his personal opinion of our paper 
pleases us still more: 


“The Chronicle is far and away the best 
advertising medium in Harris County,” he 
says, “but it means even more than that to 
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me and my associates. We feel The Chronicle 
has been our partner, over the years, and has 
made a major contribution to our store’s 


success.’’ 


Thank you, sir. Many local advertisers in Harris County 
feel as you do. And of course smart national advertisers realize 
the paper that pulls best locally will pull the best for them. (The 
Chronicle is way out front in home-delivered circulation, total 
circulation and advertising.) 


There’s plenty of pay-dirt still waiting down this way — with 
Harris County’s retail sales and buying income leading every 
other trade area in the entire South! 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


THE BRANHAM COMPANY 


R. W. McCARTHY 
Advertising Director 


National Representatives 


“FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 35 CONSECUTIVE 


YEARS 
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Autos and Auto Ads 
Cause a Blowout 


To the Editor: 
the June 28 issue you print a 
Packard ad of a few years ago, 
with a current ad for contrast. 
The old ad showed a comfortable, 
sensible, dignified and handsome 
automobile that had evolved from 
the best automobile traditions. 
The current car shows a cock- 
roach on wheels, a heap of sheet 
metal draped over four wheels in 
the current “Jell-O” style with 
“Hello Gorgeous!” as a sales ar- 
gument. 

The wolf whistle is a recognized 
factor in our culture, and no doubt 
it precedes the passing of money 
in some cases. But it did not build 
the thousands of miles of homes 
on the residential streets of Amer- 
ica or put families in them. The 
ladies of the streets had no re- 
search staffs or Gallup Poll 


methods but they did discover) 


that flaunting loud clothes and 
imitation jewelry was poor sales 
policy. 

What I or anyone may resent is 
the stress this article puts on the 
consumer research done by Pack- 
ard and its advertising agency. 
They say they contacted 4,500 car 
owners and that what they offer 
to inspire the wolf cry is the re- 


This departm 


“ 
a ee ee 


ent is a reader’s forum. Le 


| sult. 
| I do not question that there are 
4,500 idiots in the U. S. though 


ity to segregate them from the 
|average not-so-dull Americans. 
At least, not without some help. 
| The addresses of some institutions 
that specialize, so to speak. 

GM and Ford say the same 
thing: “The cars we are making 
are what the public wants, what 
they tell us to make. We go to so 
|much expense, are so clever in 
devising ways of testing public 
opinion. So if the public does not 
like our cars, it is their fault.” 
This is the theme of Mr. Sloan 
and Mr. Kettering on Page 27. 

Everyone who owns or uses a 
late model car knows they are 
hard to get in and out of, and you 
feel like a sardine in a can while 
in them. The expensive ones have 
no more room than the cheapest. 
They are hard to drive; poor vis- 
ibility and the reclining position 
| of occupants includes driver. They 
‘are inaccessible, have little road 
| clearance, and the motive behind 


the tin draping I suspect is to hide 
|the coil springs and other “im- 
provements” that none would buy 
|if they were visible. 
‘outside, they look abominable, 
|cheesy, Sadie Thompsonish. The 
‘front nickel plate junk is sup- 


Only 


a magazine like 


...CORONET 


a ten-year 


success without 


advertising could today 
offer you so much for so little! 


At $1.75 per M (b&w) of 


anteed circulation, 


$1.39 per M (b&w) of delivered circulation — 


the lowest multi-million 


magazine rate in history! 


tters are welcome. 


| posed to have the sales allure. I 
suppose they discovered the yen 
|for this nickel chicken coop effect 
On Page 50 of|I doubt Packard’s or Y&R’s abil-| by 
with the aid of Freud, Jung and 
_ Adler. 

| 
| beef, or pills sell for a sugar sub- 
| stitute. It is mean to cheat us in 
|every way possible with these 
‘things, but it is downright hellish | 
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2. 
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secret psychological studies 


But they sell. Yes, they sell— 
as veal sells when we can’t get 


to tell us blandly that they are| 
“giving us what we want.” 

Well, I saw a Jaguar car from 
England for sale in this town and 
it looked swell. No knee action, no 
covered rear wheel, no concealed 
running boards. No tin, no nickel 
plate. And the price on a par 
with the nut cars. And you can 
actually buy without hocus-pocus. 

E. R. CARROLL, 
i Dallas, Tex. 


i 


Here’s How, By H-F 


From the | 


To the Editor: Just in case 
Jeeves is too busy to bother with 
| the suggestion The Creative Man 
|gave him in the article published 
|May 31, I thought you might be 
interested in reviewing the little | 
continued story [“How to Judge| 
Fine Clothes”] that is presented in 
four chapters in the folders en- 
closed herewith. 

FRANK P. FEERICK, 
Advertising Manager, Hickey- 
Freeman Company, Rochester, 
N. Y. 


ef. 

Tr nsparent Bag Makes 
‘Hit for Book Mailing 

|, To the Editor: Under separate 
| cover, you will receive “A Mer- 


chandising Study of a Decade of 
|St. Louis Sunday Newspaper Ad- 


| vertising,”—by departments of de- | 


|partment stores— Media Records 
measurements—by price of all 
‘women’s tommodities, and Neu- 


| 
| stadt measurements. 


Advertising Age, July 19, 194; 
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FOR THE CREATIVE MAN—This booklet series on “How to Judge Fine Clothes,” 

by Hickey-Freeman Co., is offered to The Creative Man, who, in his May 3! 

Corner, admitted his ignorance on the subject and bewailed the meager help 
offered in clothing manufacturers’ ads. 


Visking Corporation of Terre 
Haute, Ind., and distributed in St. 
Louis by the Central States Paper 
& Bag Company. 

The bag has several features: 

It is strong—will not tear 
nearly so easily as cellophane. It 
is waterproof and grease-proof, 
approved by the post office and, 
of course, it shows the product. 

As far as we know, this type 
of bag was used only for such 
items as food, drugs, chemicals, 


protection against moisture. 

The general reaction by those 
who received the book-package 
was: “This must be important.” 
Of course, we felt that way, too— 
our message was important. 

CHARLES F. KISTENMACHER, 

Promotion Director, St. Louis 

Globe Democrat, St. Louis. 


7, 2..2 
Pays Tribute to Memory 
of an Individualist 


To the Editor: It was rather 
shocking to read your short-short 
obituary of Colonel Clinton J. 
Masseck. Naturally, his friends 
had already learned of his death. 
The shocking thing is that life 
moves past so quickly, and that 
today has so little patience with or 
memory of yesterday. 


So far as we know, this com-| 


pilation is unique and never be-| day. 


fore presented in the same form. 
We also want to call your at- 
'tention to something which we 
| believe is entirely new in the way 
|of packaging the booklet for mail- 
ing purposes. 
| Note, when you receive the 
| booklet, that it comes in a trans- 
/parent bag. This bag is made of 
'polyethylene, produced by the 


For this man was a giant in his 
In “Who’s Who” the reader 
is referred back to one of the is- 


| Sues of the late ’20s for C.J.’s 


machine parts, etc., which needed | 


|the corners” regardless. 
'a stick-wearer in those days. 


ate, magna cum laude, of Tufts, 
Harvard and the Sorbonne, where 
he received his doctorate for his 
four-volume philosophical treatise 
—in French. As a professor at 
Washington University, St. Louis, 
his was the spirit and vision that 
launched the Little Theater move- 
ment in America, and he was one 
of the first editors of Poetry Maga- 
zine. 

He went to war in 1917 as a 
private, a shy, scholarly poet and 
esthetic. He came out a hard-bit- 
ten lieutenant-colonel of infantry, 
decorated for bravery by his own 
and the French governments, with 
wound stripes and a new, com- 
manding mien. War sharpened his 
wit and his tongue; gave him a 
glittering personality, and cata- 
pulted him from his ivory tower 
into the advertising business. 

He wrote many notable cam- 
paigns for the old H. K. McCann 
Company. But advertising will re- 
member him best for the hosts of 
proteges he launched, nursed 
along and inspired with his bril- 
liant mind and pen. 

I like to remember him as he 
was 20-odd years ago, when I first 
met him. A chubby, pink-and- 
white dandy, with an unruly mop 
of white hair that stood up “at 
He was 
He 
affected spats, a morning coat and 


|striped trousers at the office, and 
‘a flower in his lapel. 


He had a 


biography. It seems incredible | beautiful, inaccessible apartment, 


that a man of his attainments 


could be so quickly moved to the|COllection of guns 


back of the book. 

C.J. was a strange mixture of 
crotchety Yankee, effervescent 
Celt and penetrating Gaul. He 


| notes 
| was a scholar of renown; gradu-|radio programs of recipes, com- 


a perfect Filipino servant and a 
to make a 
sportsman’s trigger finger itch. 
He was a superb amateur cook. 
I can recall him dictating, without 
or references, hours-long 


HERE'S the ADVERTISING BUY 


IN UTAH TODAY 


and still 
gaining 


There has been a change in the newspaper picture in Utah! 


More than ever, this influential newspaper 
is the advertising buy in this region! 


The Deseret News today offers important advantages, 
including: 
* Lowest Milline in Utah — Circulation Up 60% 


* 7 days a week — with a Big New Sunday Edition 
* Exclusive Sunday Pictorial Rotogravure Section 
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STRATEGIC POSITION—The unsuspecting skaters in the Springs Mills page at 


the right are in line for some sniping 


from the infantrymen who illustrate a 


paratroop story on the opposite page of the New York News. 


mercials and chatter for Broad- 
cast brand corned beef hash, 
which I believe he made the first 
food specialty 


The recipes he dreamed up as he} 


went along. They were original, 
daring—and they worked. They 
made his dinner invitations 
coveted by an entire segment of 
the advertising world. But he was 
chary about giving them. 

C.J. was unexcelled as a woods- 
man, hunter, shot, fisherman and 
outdoor companion. He was scin- 
tillating in the drawing-room. He 
could talk equally well with sol- 
diers, statesmen, actors, clergy- 
men, artists, writers, farmers, 


] 

| 27. 
_pages, the effect is startling, as 
/you can see. The subject is treated | 
radio advertiser.| in a way I do not think the make- | chocolate drink product and evap- 


When you open up these) 


up man intended. Suggest you | 
run a print of this. Am sure your | 
readers would get a kick out of it. | 
Caption might be, “Steady 
Men!”, “An Attractive Target,” 
or what have you. 
WILLIAM H. ENGLAND, 
Brooklyn, N. Y. 
| 


Quotes Vannevar Bush | 
} 


on ‘Professionalism’ 
To the Editor: I think that your 


poets, stevedores, bartenders and 
waiters. He was the friend of 
many of them, and he wasn’t par- 
ticular about the tongue in which 
they spoke. He could converse | 
in virtually any known language, 
not too fluently (except in English, | 
French, German and the Scan- 
dinavian), but understandably. | 

In later life, he took the illness | 
that plagued him like the soldier | 
he was. He was no Pollyanna, 
heaven forbid! But he never com- 
plained about his years-long semi- 
blindness, nor the aches and pains | 
and rheums that bedevilled him. 
And he always had time to give 
to a promising talent, an old 
friend, or the neighboring candi- 
date for selectman at the Connec- 
ticut farm where he spent so! 
many of his leisure hours. 

C. J. Masseck meant much to! 
many in the advertising business. | 
Iam glad that I knew him. They | 
don’t cast them in such heroic | 


and individualistic moulds any | 
more. He deserved better than the | 
obit he got! 


W. Mason ANCKER, 
Copy Chief, William H. Wein- 
traub & Co., New York. 


i 


‘Include Them Out’ 


To the Editor: Our interest was 
aroused, mildly, by the coinci- 
dence of the art in the Springs) 
Mills ad and the Perfection Stove 
publicity (Voice of the Advertiser, 
June 28). 

B3ut it was as nothing compared 
to our interest in the final para- 
sriph of the S. M. copy in that 
same ad: “If you expect to attend | 
a campfire picnic .. . be protected | 
by the SPRINGMAID label below 
your trademark.” 

Vho’s talking to whom about | 
Ww at? 

Anyway, not under our trade-| 
murks. 

M. C. Wacus, 
G. T. LaMason, 
Javis Advertising Agency, | 
Louisville. 


> ae 


Makeup Maneuver 
Gives Reader a Start 


Co the Editor: Your little print 
o. Page 49 of current issue, “Old 
F: shioned Way,” is cute. 

{ enclose Pages 14 and 15 from 
Sunday’s New York News, June 


| alism,” 
|conclusion you reached in the last | 


| state licensing. 


cialized knowledge — that 
|have grown the idealism of the) 


editorial, “Too Much Profession-| 
is very timely and the) 
paragraph a very practical one. | 
The question of professionalism 
and whether or not any group is| 
working in a “profession” has| 
been given a great deal of pub-| 
licity in the past few years. In| 
particular, the chemists have been | 
much interested in the question | 
of professional status and their | 
discussion has almost always been | 
a preliminary to the question of | 

One of the most significant com- | 
ments on the subject was made 
recently by Dr. Vannevar Bush, 
president of the Carnegie Institute 


|of Washington, on the occasion of 


the centennial observance of the| 
Lawrence Scientific School, Har-| 
vard University. His words, as 
quoted in Chemical & Engineering | 
News, Vol. 26, Page 1582, 1948, are 
as follows: 
“The hallmark of a profession, | 
originating how far back in the 
dim past we cannot surmise, is 
that its members minister to the 
people. It is out of this concept 
of ministry—of the assuming of) 
responsibility for the vital affairs | 
of others because of superior spe- 
there 


professional man and the recogni- 
tion in him by others of a quality 
of altruism which is its own re- 


|ward. Upon this recognition by 


the people is based the continu- | 


|}ance of a profession, for it exists | 


only as the people, because of 
confidence in its integrity and 
faith in its general beneficence, 
permit it to maintain its preroga- | 
tives and to speak with authority 
in its own field. A profession is | 
a class apart, but apart because 
of admitted dedication, not be-| 
cause of special privilege or 
falsely assumed _ superiority. It. 
strives to be apart from the mean, 
the petty, the materialistic in the! 
mass of mankind.” 

The entire article is well worth 


Rochester Dairy 
Launches Drive 


for 4 Products 


ROCHESTER, MINN. —A tri-state | 


newspaper and radio campaign 
with a “cooling off’ theme is help- 
ing to introduce and promote four 
Rochester Dairy products 


South Dakota. Products featured 
are Rochester Dairy’s standby, 
homogenized evaporated milk, and 
three new canned items, Frost-T- 
Malt, Ice Cream Mix and Choco- 


late Drink. 
| Ad copy features a picnic and | 


vacation trip theme with empha- 


| sis on the product’s quick use, par- | 
| ticularly the new Chocolate Drink | 


mix which comes ready to serve, 
hot or cold. 

About 20 newspapers in the tri- 
state area are running 672, 378 


September when promotion will 


taper off to spotlighting only the | creative staff of Erwin, Wasey & | 


this | 
summer in Iowa, Minnesota and | 


orated milk through the fall and 
winter. 

Newspapers used in South Da- 
kota include the Sioux Falls Argus 
Leader, Watertown Public Opin- 
ion, Huron Plainsman, Mitchell 
Republican, Pierre Capital-Jour- 


nal, Rapid City Journal and Aber- | 
deen American News. Two papers, | 


Sioux City Journal and Tribune 
and Muscatine Journal, will be 
used in Iowa. 

In Minnesota, the Minneapolis 
| Star and Tribune, St. Paul Pioneer 
Press and Dispatch, Mankato Free 
|Press, Albert Lea Tribune, 
|Worthington Globe, Rochester 
Post Bulletin, Winona Republican- 
Herald, Bemidji Pioneer and 
| Weekly Sentinel will be used. 
Olmsted & Foley Advertising 


| agency. 


‘Boyd to Erwin, Wasey 


A. Culver Boyd, formerly copy 


|pany, Los Angeles, has joined the 


Cc.. Los Angeles. 


Agency, Minneapolis, is the 


Increases Ad Rates 


Effective Aug. 20, 1948, Radio 
Service Dealer, New York, will 
increase its advertising rates. The 
basic page rate will be raised 
from $250 to $333. In addition, 
the final advertising forms will 
close the 20th of the month, five 
days earlier, effective with the 
September issue. 


‘Names Malter and Swift 


Nicholas J. Malter has been ap- 
pointed assistant sajes manager of 
the Buffalo Evening News radio 
stations to specialize in television 
advertising. Randolph Swift, for- 
merly an account executive of 
Moss-Chase Company, Buffalo, 
has joined the stations’ sales staff. 


“Tomcat” Selling 


“You have to make calls 


| to get results’ Is your 
selling policy based on 
that hoax? Write for 
FREE folder. 
Box 7090, Advertising Age 
| 100 E. Ohio St.. Chicago ti, IN. 


\) 
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PEL LEE EEE NRE OoemEARAAARAREEEeA 


Tuvestigate . : 


town market! 
True Small Town market 


URBAN markets. 
Actually . . 


all city and town families. 


dou't Specutate 


Collier’s — Life — Satevepost — American 
Weekly — This Week — LH Journal — Good 
Housekeeping — WH Companion — McCall's 
. . « Space-buyer’s dream of a perfect list! It 
delivers millions of circulation . . 


in America’s THIRD LARGEST city and 


Hasty analysis of circulation reports 
may lead you to credit such a list with 


. . comparable to that provided in 


. of their circulation in 
towns under 1,000 population only 
24 goes to True Small Towns. The 
other 14 goes to Suburban Small Towns. 
GRIT provides more coverage than 
any of these publications in this 
market of 3,300,000 FAMILIES... 
representing 12%, or 1 out of 8 of 


when you figure coverage of America’s 
THIRD LARGEST city and town MARKET 


U. S. CITY AND TOWN MARKETS 


UNDER METROPOLITAN 
e DISTRICT INFLUENCE 


CIRCULATION COVERAGE 
PROVIDED BY THE 


PLACES OVER 500m POP. 


6.2 MILLION FAMILIES 


PLACES 100M TO 500M POP. 
4.3 MILUON FAMILIES 


PLACES 10M TO 25m POP. 
PLACES 2.5@ TO 10m POP. 
. yet it misses 


PLACES 1M TO 2.5m POP. 


PLACES UNDER IM POP. 


coverage 


PLACES 10m TO 25m POP. 


PLACES 2.5m TO a Fi pop. 
PACES a TO 2.5m POP. 


PLACES UNDER Im ror | 


- 


3.0 MILLION FAMILIES 
1.2 MUON FAMILIES 
1.2 MILUON FAMILIES 
0.5 MILLION FAMILIES 


1.5 MILLION FAMILIES 


BEYOND METROPOLITAN 
DISTRICT INFLUENCE 


PLACES 25m TO 100m POP. 
1.2 MALION FAMILIES 


1.7 MAUON FAMILIES 
2.5 MRLION FAMILIES 


° MILLION FAMILIES 


3.3 MILLION FAMILIES 
aan 


9 URBAN PUBLICATIONS 
a 159% 
NES x s0.a 64 144% 
T 
PLACES 25M TO 100M POP. — 
a 142% 
COVERAGE... 2 wee 143% 
COVERAGE . 2 we eces 148% 
COVERAGE .. 2 2 wee 163% 
COVERAGE . we cece 4% 


CIRCULATION COVERAGE 
PROVIDED BY THE 
9 URBAN PUBLICATIONS 


GOVERNEE 6 + 6c 0 0's 158% 

oe ee 148% 

ee 14% 

COVERAGE 0 wc ccs 120% 
LARGEST MARKET! 

COVERAGE ONLY 59% 


Add GRIT... and coverage is increased to.......... 71% 


|reading by anyone who considers | 


_his business, or trade, or vocation 
|a profession. 


Chemical & Engi-| 


|neering News is available in al-. 


‘most any public library. 


G. M. BRAMANN, 
Assistant to the Resident Di- 
| rector of Research & Develop- 
| ment, Mathieson Chemical 
| Corporation, New York. 


WATCH FOR THE 1948 GRIT READER SURVEY ... OUT SOON 


= 2 34 Eats sam, GRIT PUBLISHING CO., WILLIAMSPORT 3.PA 


SMALL TOWN AMERICA'S GREATEST FAMILY WEEKLY... with more than 650,000 circulotion 
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|eler, reservations; Ernest Butt, 
|Boston Record-American, ban - 
-quet; John I. Taylor, Boston 
| Globe, entertainment, and Paul 
|Nafe, Christian Science Monitor, 
| exhibits. 


40 . 
NNPA Will Hold 
Eastern Meeting 


New York — National Newspa- 
7 * per Promotion Association will 
% “ hold its first eastern regional con- 
- ference in Boston Oct. 21-23, 
Edgar S. Bayol, New York World- 
Telegram, NNPA president, has | 

announced. 
; H. Lyman Armes, Boston Post, 
will be general chairman of the 
{ conference. Committee chairmen 
are: John H. Hoagland, Christian 
Science Monitor, program; George 
E. Akerson, Boston Herald-Trav- 


No Boost in Ad Rates 


Putman Publishing Company, 
Chicago, has announced that there 
will be no increase in advertising 
|rates for Chemical Processing Pre- 
|view and Food Processing Pre- 
|'view. The last rate increase was 
|in 1946 and since that time the 
| circulation of the two publications 
‘has increased 20%. 


GOOD ALL-ROUND MAN 


If you have a selling job to do 
in Birmingham, or North Ala- 
bama markets, WSGN is your 
man. He's a handy fellow to 


have on your side with 
special promotion, service 
and program tools that can 
help you do the job! 


ALABAMA'S BEST BUY FAR! 


THE NEWS-AGE-HERALD STATIONS 
Birmingham 2. Alabama Headley-Reed, National Reps. 


JAHN & OL! 


NGRAV 


217 W. WASHINGTON BLYD., CHICAGO 


Commercial | 
Display, | 
Excluding 
Poultry, 
Livestock 
-—Total Advertising——, and Classified 
-—— 1948, -———1947——_. 1948 1947 
FARM GAZINES. Lines Pages Lines Lines Lines 
MA 
Capper’s Farmer.... 38.1 25,923 37.7 25,641 25,185 24,762 
Country Gentleman. 71.4 48,554 61.6 ° 41,883 46,895 40,449 
Farm Journal ..... 70.3 30,156 57.6 24,701 30,156 23,458 
Progressive Farmer: 
Carolina-Va. 
eee 52.0 37,887 42. 30,632 36,267 28,685 
Ga.-Ala.-Fla. 
POR nce b ecw 2.1 37,942 42.7 31,083 36,340 29,202 
Ky.-Tenn.-W. Va. 
Edition ........ 51.1 387,229 41.6 30,310 35,514 28,564 
Miss.-La.-Ark. 
eae 50.1 36,457 42.5 30,908 34,857 29,130 
Texas Edition.... 56.4 41,053 43.3 31,519 39,554 29,738 
*In all 5 Editions 45.9 33,416 36.9 26,877 32,528 25,650 
*Aver. 5 Editions. 52.4 38,114 42.4 30,890 36,506 29,064 
Southern Agricultur- 
er Se 19.4 13,595 22.1 15,448 12,362 13,763 
Successful Farming. 59.7 26,848 60.0 22,483 25,900 21,494 
Total Group ..... 520.6 335,644 441.2 284,608 323,030 269,245 
MONTHLIES 
Agricultural Leaders’ 
a PPT eee 17.2 3,415 18.6 3,682 3,415 3,682 
tAmerican Fruit 
a, eee ee 49.5 21,122 44.9 19,293 20,867 19,118 
Arkansas Farmer .. 8.4 6,347 9.9 7,487 5,929 7,049 
| Better Farming 
Methods ......... 18.7 8,042 19.3 8,275 8,042 8,275 
| Better DU ceéoee 18.0 7,600 24.9 10,479 7,600 10,479 
| Breeder’s Gazette 16.0 7,219 19.0 8,561 3,866 5,746 
| California Citro- 
RO Lawes ssc cd's 26.0 17,472 27.1 18,196 17,234 18,000 
Carofina Co-operator 9.8 4,119 11.6 4,874 4,071 4,816 
| Cattleman, The .... 64.6 27,132 65.2 27,412 17,780 18,669 
| *Flectricity on the 
kh, eee 22.1 7,876 24.5 8,746 7,876 8,746 
| Farm and Ranch... 17.5 12,264 17.9 12,553 12,180 11,341 
/iFarmer Stockman. 23.1 17,600 22.3 16,845 17,021 16,255 
Florida Grower .... 11.8 8,038 13.5 9,202 7,528 8,876 
| Kentucky Farmer.. 13.0 10,148 16.2 12,709 8,731 11,170 
| Michigan Farm 
=e 1.4 3,202 1.8 4,235 3,052 4,145 
| New Jersey Farm 
and Garden ..... 26.6 12,002 28.6 12,908 10,641 11,386 
| Ohio Farm Bureau 
se. vce adae sce 14.2 6,398 10.9 4,888 6,172 4,678 
| *Rural Gravure 4.6 4,634 2.9 2,940 4,634 2,940 
*Southern Farmer.. 6.8 7,470 10.9 8,757 6,915 8,380 
| Southern Planter 10.8 7,564 23.6 16,549 6,767 15,320 
| Western Dairy 
i. SOE Jiacies due 32.1 13,513 28.1 11,858 8,893 6,034 
| Western Livestock 
| Journal ....+.++. 9.7 29,288 73.0 30,691 12,653 14,889 
| Total Group ..... 455.2 229,955 487.3 249,454 189,357 208,308 
| Monthlies—June 
|Idaho Granger..... 6.9 7,434 8.0 8,650 7,434 8,650 
| Nation's Agriculture 5.7 2,602 6.1 2,281 2,602 2,281 
| Wyoming Stockman- 
| Farmer .......+- 7.7 6,930 11.2 10,052 6,930 10,052 
Total Group ..... 20.3 16,966 24.3 20,983 16,966 20,983 
Semi-Monthly—June 
American Agricul- 
eee 1.3 15,481 24.1 17,566 13,388 15,077 
| California Grange 
| NOW ..ccecccceee 25.7 27,888 20.6 ° 22,386 27,342 21,924 
| 2*Colorado Rancher 
| @ Parmer ..secee 3.9 18,111 ta. “ene SE.G08 ccs 
| Cooperative Digest. 12.8 2,678 18.0 3,780 2,678 3,780 
iDakota Farmer 49.7 39,012 38.0 29,645 37,706 28,109 
Farmer, The ...... 41.8 32,791 40.5 31,730 28,428 27,111 
| Hoard’s Dairyman.. 31.2 22,723 40.1 29,212 18,933 24,648 
| Idaho Farmer ..... 37.0 28,028 46.7 35,294 26,234 32,931 
Indiana Farmer's 
CERES ccccacecess 22.3 17,465 22.9 17,950 13,170 12,105 
Kansas Farmer.... 30.4 23,095 29.8 22,668 21,750 20,182 


Advertising Age, July 19, 194: 


JULY ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercia! 


Display, 
Excluding 
Poultry, 
Livestock 
-——Total Advertising. and Classifie 
——1948——_, -——1947—_, 1948 194 
Pages Lines Pages Lines Lines = Lin: ; 
Michigan Farmer... 35.4 27,187 2.8 25,168 24,163 21,4: 
Missouri Farmer .. 7.0 5,510 5.6 4,361 5,214 4,0) 
Missouri Ruralist .. 22.6 17,140 23.9 18,142 15,371 15,9: 
Montana Farmer... 46.3 35,012 39.1 29,547 31,865 24,15; 
Nebraska Farmer.. 54.5 41,224 47.0 35,624 37,241 31,7) 
New England 

Homestead ...... 29.3 20,499 32.2 22,648 14,679 15,7 
Ohio Farmer ...... 35.3 27,128 37.3 28,658 24,414 25,4: 
Oregon Farmer . 35.8 27,040 46.0 34,771 25,236 32,4: 
Oregon Grange 

Bulletin ......... 19.1 20,790 14.6 15,778 20,790 15,7 
Pennsylvania 

POPMEOE cccccsecs 23.7 18,230 30.2 23,216 16,090 20,515 
Utah Farmer ...... 28.7 21,713 23.1 17,469 21,166 14,755 
Wallaces’ Farmer & 

Iowa Homestead. 48.1 387,729 43.4 33,989 35,460 31,5 
Washington Farmer 35.4 26,752 44.8 38,874 24,948 31,51 
Western Farm Life. 26.5 20,789 28.9 22,643 18,801 20,550 

*Herdsmen Edit’n 35.6 27,937 39.0 30,588 ..... 
Wisconsin Agricul- 

turist & Farmer... 34.3 26,928 36.0 28,231 25,910 25,805 

Total Group ..... 754.2 582,832 765.6 589,250 530,977 517,238 
Bi-Weeklies—June 
Arizona Farmer 58.9 44,541 65.7 49,695 41,699 48,176 
California Farmer: 

Northern Edition. 44.4 33,532 55.3 41,862 30,446 37,686 

Southern Edition. 42.8 32,365 60.1 37,918 29,279 33,714 
*Dairyman’s League 

OWS  ccccccecore 8.5 6,197 14.0 10,213 5,130 9,094 
Prairie Farmer .... 42.8 31,136 45.8 33,367 25,823 27,937 

Total Group ..... 197.4 147,771 230.9 173,055 132,377 156,607 
Weeklies—June 
Capper’s Weekly ... 5.2 11,549 7.0 15,616 7,660 9,186 
5Weekly Kansas City 

GOOF © cicveccctecs 50,673 17.2 42,316 34,905 30,020 

Total Group ..... 25.8 62,222 24.2 57,932 42,565 39,206 
Dailies—June 
Corn Belt Farm Dailies: 

Chicago Daily 

Drovers Journal 15.1 32,035 18.0 38,216 21,997 24,893 
Kansas City Daily 

Drovers Tele- 

GUGM .cccoccess 20.9 44,222 22.0 46,766 30,870 30,751 
Omaha Daily Jour- 

nal-Stockman.. 19.0 40,414 25.1 53,496 31,873 42,735 
St. Louis Daily 

Live Stock Re- 

DOFtOP .cccccces 13.8 29,435 18.5 39,295 22,817 31,589 
Total Group ..... 68.8 146,106 83.6 177,773 107,557 129,968 
*Not included in totals. ‘Larger page size 1948. First 

issue September, 1947. 71948 issue 1,100 lines to page, five 
columns; 1947, 800 lines, four columns. ‘Three issues 1948; 


two issues 1947. 5Five issues 1948; four issues 1947. tSmaller 


page size 1948. 


*Canadian Country- 
TH ahs te todacces 31.8 22,275 40.0 28,120 19,708 22,921 
Country Guide, The. 28.0 20,144 34.6 24,935 20,144 24,935 


t*Family Herald & 
Weekly Star: 


Eastern Edition... 77.4 77,376 81.9 81,914 56,798 55,793 

Western Edition.. 67.9 67,887 68.7 68,709 63,584 50,07 
*Farmer’s Advocate 

& Home Magazine 38.8 27,192 41.1 28,739 24,120 23,67 
*Farmer’s Magazine 33.0 23,084 39.8 27,874 21,702 25,38 
*tFree Press Prairie 

POsMer cccccccece 121.8 136,976 121.1 136,207 62,24 


*Western Producer. 48.3 51,672 653.4 57,172 29,029 28,761 
Total Group ..... $25.2 289,630 359.5 317,463 225,085 231,544 
*June linage. *tFive issues 1948; four issues 1947. 


tNot included in totals. 


Bulova Watch 


July of 1947 


dropped 2% during the 


responding month of 1947, Apver- | ¥©4T- 
TISING AGE’s July tabulation shows. 


ing this month carried 1,521,496 


Farm Ad Linage Bulova to Use Video 
Is 2%Under “York, through the Biow Company, 


| has signed for television time sig- 
|nals on three ABC owned and 
| operated stations: 
Cuicaco—Farm paper linage| Francisco; WXYZ-TV, Detroit, and 
past WENR-TV, Chicago. 


month, compared with the cor- outlets are due on the air this 


U. S. farm publications report- Wyler Appoints R&R 
| Wyler & Co., Chicago, manufac- 
lines, against 1,553,055 last year.| turer of dehydrated food special- 
Canadian farm publications car- | ties, has appointed Ruthrauff & 
ried 289,630 lines, down 8.8% | Ryan, Chicago, as its agency. 


Promotes Ant Spray 


Boyle-Midway, Inc., New York, 
| is introducing Antrol ant spray in 
about 15 newspapers in California 
with 1,000 line two-color ads and 
selective (spot) announcements. 
The agency is W. Earl Bothwell, 
Inc., Hollywood. 


Company, New 


KGO-TV, San 


All_ three 


Culligan Names Johlie 


‘Francis R. Johlie, formerly pre- 
mium manager of Dancer-Fitzger- 
ald-Sample, Chicago, has _ been 
named assistant advertising man- 
ager of Culligan Zeolite Company, 
Northbrook, II. 


from 317,463 a year ago. 


Gains by groups of U. S. farm) 
publications varied widely. July | 
farm magazines were up 17.9%. 
They carried 335,644 lines in July 
issues against 284;608 a year ago. 
On the other hand, dailies report- 
ing for June carried 146,106 lines, 
off 17.8% from 177,773 last year. 
And monthlies reporting for June 
showed 16,966 lines, down 19.2% 
from 20,983 a year ago. 

Other reports: Monthlies re- 


ity Uy 


YY, 
Yy 


porting for July carried 229,955 ‘ 
lines, off 7.8% from 249,454. June} | gO 

. - \ 
semi-monthlies carried 582,832. YS 
lines, off 1.1% from 589,250 lines. 
June bi-weeklies carried 147,771 
lines, down 15.2% from 173,055 a \ 
year earlier. June weeklies were NN 
up 7.4%, from 57,932 to 62,222 N 
lines. ; 


Buys ‘Red Ryder’ Show 


National Biscuit Company’s | 
bread division, New York, through 
McCann-Erickson, has purchased 
the “Red Ryder” show, a Lou 
|Cowan package, for a campaign 
| covering Pittsburgh, Buffalo, El- 
/mira, Schenectady, Albany, Troy, 
|N. Y., and Burlington, Vt. The | 


Photo Offset Printing—the three 


YH 


“prepared”’ as every 
advertising production 
manager must be, to 
meet any need. 


“P” stands, too, for 
Photostats, Photography, 


yy 


Z 


phases of RCS all-round 
service on which production 


Yj 


managers know they ~ 
SS 
can rely. Sf 
SS 
VS 


‘drive is to begin around Aug. 15. | 
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300,000 Bees 
Keep Hartman 
Agency Buzzing 


New York —It might sound 
startling but it’s a fact that over 
ot the L. H. Hartman agency there 
cre 300,000 busy bees buzzing 
about. 

They joined the agency at the 
rate of 100,000 at a time, accord- 
ing to beekeeper John Eydeler, who 
is also secretary-treasurer of the 
agency, and is known around the 
office as keeper of the keys and 
keeper of the bees. : 

The Hartman office is located on 
the 15th floor at 50 Rockefeller 
Plaza and is fortunate enough to 
have a nice outside terrace. Be- 
fore the war colorful flowers were 
grown on this terrace but after 
1941 a victory garden was started 
by the employes. 

Along with the vegetable garden 
came the first bee hive and it was 
so successful that during the sec- 
ond year two more hives were 
added. Mr. Eydeler is the sole 
keeper of the bees and says they’re 
not mauch trouble at all. He was 
only stung once and that was be- 
cause he was in too much of a 
hurry to show them to some news- 
reel people, but other than that 
incident it’s a matter of mutual 
gentleness between him and the 
bees. 


Hartman Co. Honey 


During sunny summer days the 
bees fly over to Central Park, 
about nine blocks away, for a 
day’s outing. Mr. Eydeler reports 
that they have no trouble finding 
their way back to Rockefeller 
Plaza and even get back to their 
own hives. 

During the winter the bees are 
protected by tarpaper around the 
hives and get their exercise right 
in the hives, which are quite 


As a user of Words 
You will be thrilled 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells P a of his business experi- 
ences in t interesting k 
“Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
properties — The McGraw-Hill Pub- 
ishing Company — is none other than 
James H. McGraw. 


The size of this book is 6% x 9%4— 
It is bound in a beautiful green 
simulated leather with title and sub 
title printed in gold ink on the front 
cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book 
will make a useful, permanent addi- 
tion to your business and home 


library. 
$1090 


Der copy 
Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, Ill. 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago 11, Il. 


Contlemen: 
Piease send me....copies of “Teacher 


roomy, according to Mr. Eydeler. 

At present the terrace is again 
a flower garden, but the 60 pounds 
of honey obtained from each hive 
annually are put in jars labeled 
“L. H. Hartman Company Honey” 
and distributed to employes and 
friends of Mr. Hartman. 


WCCM Donates Time 


Station WCCM, Lawrence, 
Mass., has donated a series of 


‘Llamora’ Wrong; 
‘Lamora’ Noi: FT 


week 


WASHINGTON — FTC ruled last | by 
that U.S 


Shepard Knitwear 


Company, New York, may not use 
the term 
on its knitwear, but that it would 
be within the law to use the term 


“Lamora”. 


“Llamora” unqualified 


Use of “Llamora” implies the 


presence 


of llama_ wool, 


Thursday morning 15-minute pro- | should not be used on products 
grams to the West Parish Church| which do not contain this fiber, 
in Andover, Mass. The women of|the commission said. 


the church sold commercial spots 
on the program to merchants of 
the town and the proceeds all go | 
into the church treasury. The pro- | 
gram, consisting of music and 
news of church activities, is sched- 


*“Lamora”, 


however, was said 


to imply presence of conventional 


wool, 


and to be an acceptable 
| trade name. 


The commission order also for- 


\or “English” or terms such as 
|\“Glen Eyre—Shetland type” on 
| domestically produced knitwear 
junless accompanied prominently 
the expression “made in the 
y gs 


Fawcett Comics Are 


Popular with Aussies 
More than 750,000 comics maga- 
zines are sold monthly in Aus- 


senting Fawcett Publications in 
those countries, according to Larry 
Cleland, managing director of the 


tralia and New Zealand by the) 
and| Vee Publishing Company, repre- 


41 


Cleland reports. Vee Publishing 
also produces the Australian edi- 
tion of True Confessions. “This Is 
.My Problem,” a 15-minute pro- 
|gram taken from the stories con- 
itained in True Confessions, js 
broadcast on the complete Ap: - 
lian network. 


Seattle Transit Moves 


Seattle Transit Advertising has 
moved to new quarters in the 
Hubbell building, 605 Union St. 


“Vhat Fellow Bott” 


company, who is visiting in New 
York. 


Australia are Captain Marvel, Tom | 
Mix, Hopalong Cassidy, Wow, | 


Whiz, 


Among the popular comics in| 


Creates* the Unusual in 
Advertising that's salably 
sound! 

Special or regular assign- 
ments accepted from adver- 
tisers and agencies. 

Leo P. Bott, Jr. 
64 E. Jackson S| CHICAGO 


of Business”. Enclosed is $.......... 
NOE insdeoratvctsasatbvecrseesvess 
BUEN paidadeccsoctuoeesss gdéseuedive 
CGD sccccccbecesneses decdooeces 
Address ..... ceveccceceoos eseeve otee 
ee ee 


uled to run for 13 weeks. 


bids use of the words “Scottish” | other 


Fawcett 


The Marvel Famify.-and | 
magazines?> Mr. | 


ote * * 
_ Progressive farme, 


a ~ 


Whuicsx editorial and advertising 
techniques attract the greatest num- 
ber of readers among families of the 
rural South? 

Every sales-minded executive 
wants the answer, as a basic guide to 
sales and advertising strategy in this 
vitally important 14-state market. 

To find the answer, a survey of 
readership of one edition of The Pro- 
gressive Farmer was recently made by 
The Advertising Research Founda- 
tion, sponsored by the American As- 
sociation of Advertising Agencies and 
Association of National Advertisers. 
> The average page of the 128-page 
issue of The Progressive Farmer was 
read by 47% of men readers and 47% 
of women readers. 

» The five editorial pages best-read 


South like to read? 


by men attracted an average of 81% 
of men readers, and the five best-read 
by women attracted an average of 
80% of women readers. 

> The five advertising pages best- 
read by men attracted an average 
of 81% ofmen readers, and the five 
best-read by women attracted an 
average of 74% of women readers. 

> The page with the greatest attrac- 
tion for young folks was read by 
84% of male readers and 81% of 
female readers. 

Tosee the 128 pages—with reader- 
ship scores for every editorial item 
and every display advertisement— 
ask any office of The Progressive 
Farmer for Study No. 6 of The Con- 
tinuing Study of Farm Publications. 
It comes to you without charge! 


ONE MILLION 
SOUTHERN 
FARM FAMILIES 


: Sasi ull 


a in 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward 3. Townsend Co., San Francisco, Los Angeles 
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MORE PULL — In 1947 more than, 283,000 aopies of 
COMPANION leaflets, pamphlets and patterns were 
bought through the mails by women readers! For 
these pieces, based on COMPANION editorial features, 
they paid more than $46,000 — mostly in nickels and 
dimes. COMPANION readers are women of action! 


THE MAGAZINE 


a ow. MB BB. F 


. 


Thousands will have better medical 


care... because women acted! 


WE MUST CHOOSE OUR DOCTORS MORE 
CAREFULLY decided stirred readers of 
recent COMPANION article “How to 
Pick a Doctor.” Thousands of reprints 


were requested by women who were 
determined to make this all-impor- 
tant decision wisely. And leading 
newspapers in every part of the coun- 
try gave further publicity to the 


MORE VISIBILITY — 1947 Lloyd Hall Editorial Report 
shows the COMPANION scored the greatest percent- 
age of editorial material and largest editorial linage 
gain in the service field! No wonder Starch figures 
put the COMPANION at the top of the field in “noted” 
advertising visibility of major space units! 


Monthly Circulation More Than 3,750,000 


COMPANION article in their news and 
editorial columns. 


A consistent ability to arouse this kind 
of dynamic response makes the 
COMPANION outstanding in the 
women’s field. And following are more 
reasons why it’s smart to keep your 
eye on the COMPANION! 


MORE YOUNG PARENTS — The CoMPANION has tiie 
greatest percentage of families with younger children 
in the entire women’s service field! That’s what the 
1947 Starch figures prove. The COMPANION has what 
it takes to consistently attract the families that are 1 
the midst of their most active “buying” period! 


WOMAN’S HOME COMPANION 


OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


CIGARE 
Westche 
Osborn, 
Osborn 
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Advertising Age, July 19, 1948 


PHOTOGRAPHIC REVIEW OF THE WE 


WINDOW PACK—This new package, 
made of extra heavy cellophane, was 
designed by Milprint, Inc., Milwaukee, 
for a rayon pantie made by Fan-Roy 


Fashions, New York. A window in the ALL HIS—Ray Carlson, new general sales manager of S. C. Johnson & Son, 
design reveals the color and texture of Racine, Wis., accepts his new responsibilities from his sales executives, while 
the contents. P. M. Peterson (standing right), retiring sales vice-president, enjoys the scene. 


Left to right, the others are regional managers W. D. Hanchey and R. W. 
Griffith; A. O. Fisher, field sales manager, and J. J. Curtis and V. G. DuBois, 
regional sales managers. 


a © 


SWEATER WEEK ge gyal 


CIGARET STORY—When a photographer first shot the card game in the 
Westchester Country Club after BBDO's annual golf and tennis outing, Alex 
Osborn, center, was methodically puffing a cigar; but when Messrs. Duffy, 
Osborn and Barton saw the photographer, they hustled a couple of packs of 
Luckies (from two BBDO men at another table) and posed for this commercial 
shot. Left to right are Ben Duffy, president: Alex Osborn, vice-chairman, and 
Bruce Barton, chairman. 


OFFICIAL—The 1948 National Sweater 
Week poster, ready for distribution to 
retailers, backs the September promo- 
tion sponsored by the Knitted Outer- 


wear Foundation, New York. Reproduc- OHIOAN WINS—Sam Huffman (left), president of Huffman & Co., Canton, 
tions in mat form will be available for O., agency, receives a G-E radio from C. G. Green, managing director of the 
newspaper advertising purposes. Advertising Club of New York. Mr. Huffman won the door prize when he at- 


tended a luncheon at the club as the guest of Phil Williams of Fortune. 


Clark’s 


TENDERMIAT 


Chewing Gum 


& 


2629 


OPENS WESTERN DISPLAY—Paneling, shadow boxes and matching fixtures of FLUORESCENT—This large illuminated outdoor chewing gum display has been unveiled in Pittsburgh by Clark Brothers 
lime oak on black walnut feature the new display room Manning Bowman & Co., Chewing Gum Co. of Pittsburgh. The new sign is 22'/2 x 100 ft. and has 3,974 feet of fluorescent tubing. The agency is 
Meriden, Conn., has opened in the Western Merchandise Mart, San Francisco. Buchanan & Co., New York. 


is the 
ildren 
at tne 
: what 
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OF RTL Paap 4 


REMINDER—Show rooms of members 

of ‘he National Association of Bedding ; 

Menufacturers at the summer furniture TOKEN FOR SERVICE—Willard French (third from right), president of Brooke, of his 25th anniversary with the agency. Left to right are Clarke C. Wilmot, 

markets displayed this 1949 Sleep Show Smith, French & Dorrance, Detroit, presents a token of friendship from fellow Walter C. Ayers, George Johnston, L. Grant Hamilton, Guy C. Smith, Mr. Wil- 
symbol. officers to Jack Williams, vice-president and account supervisor, in celebration liams, Mr. French, Herb R. Bayle and Blount Slade, all officers of BSF&D. 
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POSITIONS WANTED 


ADVERTISING & PU BLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 

GRORGE WILLIAMS CO,—Personnel 
200 S. State St., Har. 2063, Chicago 
WANTED—Public Relations Man. 
Immediate opening for man between 


30 and 35, who has ideas, can write, 
and who can follow through on 
plans for local, territorial, and na- 
tional public relations programs. 


Opening is in well-established public 
relations division of medium-sized 
A.A.A.A. agency in mid-western city. 
Right man can work into director- 
ship, a nice spot to be in. Write in 
detail, enclose snapshot, and indicate 
starting salary requirements. 


Box 9661, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Account Exec.—Food ow ef .. 87,500 
Advt’e Production Ass’tant.... 3,600 
Advertising Assistant ........ 3,300 


Copywriters—Top Salary 

Layout Artists—85,000 
SHAY AGENCIES 

Washington, Chicago 2, 


"FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
185 | N. Wabash, Fra. 0115, Chicago 


Unlimited opportunity for sales and 
promotion minded go-getter with 
sports experience to get in on the 
ground fioor of business with un- 
limited potential. Owners cannot 
spare time from other businesses to 
develop further. Small investment 
time and expenses can secure part- 
nership status upon proof of per- 
formance. Chicago headquarters. 
Give full background in letter. 

Box 9671, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


20 Ww. Il. 


TO PUBLISHERS 
WHO WANT MORE 
MIDWEST 
ADVERTISING VOLUME 


Former western manager of large 
notional magazine now setting up his 
own representative organization to 
sell advertising for a selective group 
of publications. Territory—the middle- 
west where he has spent over ten 
years selling advertising and where 
he has an intimate knowledge of ac- 
counts and agencies. Offers intensive 
intelligent selling — complete coverage 
of all your advertisers and prospects. 
Write for further details and interview. 


Box 7117, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MAN 
WANTED 


Young man 25 to 32 interested in 
joining staff of successful downstate 
Ulinois advertising agency to sell and 
handle accounts. Must be interested 
and willing to travel. Salary and ex- 
penses. Replies confidential. 


THE BIDDLE COMPANY 
Advertising 


Bloomington, Illinois 


TO A PUBLISHER 
WHO WANTS 
MORE BUSINESS 


Mature, experienced magazine salesman now 
up his own representative organization 
spece for a selective group of national 
@r sectional magazines, farm journals and bus- 


has been covering for leading publications 
these past 3% years. (Offers good sense, in- 
tensive cultivation ef all your prespects, prompt 
reports, impeccable references. Please write 
for further details, outlining your needs. 
Box 7107, ADVERTISING AGE 


$30 W. 42nd St, New York 18, New York 


SECRETARY 


Chicago adv. office of large nat'l maga- 
zine publisher has opening for capable 

ambitious secretary. If you are looking 
for interesting work under ideal working 
conditions, 35 hr. week, good opportunity 
for advancement, investigate this position. 


Box 7112, ADVERTISING AGE 
100 East Ohic Street, Chicago !!, Illinois 


Small Agency has opening for a man 
with accounts. Chance to write his 
own ticket and to make for himself 
whatever place he wishes. Write fully 
in confidence. 


Box 7066, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


YOU HAVE AN OPENING 
screen artist and 


Ir 
Experienced silk 


retoucher (woman), Chicago, write | 
Box 9662, ADVE RTISING AGE 
__ 100 E. Ohio St., ¢ *hicago 11, Ill. 


College grad, ad major, with sales, 
ady. and newspaper exp. looking for 
position in advertising, publicity or 
public relations, Write: Dave 


Eichman, B-62, Quad, Iowa City, Ia. 
~~ NBED COPYBRIGHTER? 
I'm your copywriter. 5 


agency typewriters have made my 
fingers nimble, my outlook flexible. 


Enthusiasm unlimited, but priced 
within reason. Chicago only. 
Box 9667, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


DON’T BE S-ORR-Y! 
Write for details. PubBlicity mana- 
ger for appliance manufacturer 
seeks broader responsibilities in pub- 
lic relations with agency, industry, 
association. Go-&-result Getter; un- 
usual background. Midwest only. 
Box 9668, ADVERTISING AGE 
100 E. Ohio St., C hicago 11, Ill. 
YOUNG ASSISTANT 
Single veteran. Two years experi- 
ance in trade copy, layout and pro- 


duction with radio manufacturer. 
Resigning as Asst. Adv. Manager 
Aug. list to find new position. High 
I.Q., natural salesmanship ability, 


excellent references, willing to 
travel—or move from Chicago. 
Box 9670, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Exp. Space Salesman 
Avail. for West Coast. Know trade 
publication work thoroughly, es- 
pecially in Fashien Field. 
Box 9672, ADVEYRTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


INDUSTRIAL ADV. MGR, 

Your opportunity to get an aggres- 
sive manager of wide ability and 
successful background. Present 
contract terminates about Aug. 1. 
Prefer Chicago agency or mfgr. 
Married. Age 32. 

Box 9673, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Franco to Head 
New Four A's 
Radio Committee 


New YorK —Carlos Franco, 
manager of radio time buying for 
Young & Rubicam, has been ap- 
pointed chairman of the newly 
formed radio and _ television 
broadcasting committee of the 
American Association of Adver- 
tising Agencies. 

This group, as_ distinguished 
from the radio-television produc- 
tion committee headed by Walter 
Craig, Benton & Bowles vice- 
president, will concern itself with 
considerations relating to radio 
and television as media. 

Members of the committee are: 
Richard B. Bachman, W. Earl 
Bothwell, Inc.; Elizabeth Black, 
Joseph Katz Company; Henry Clo- 
chessy, Compton Advertising; Wil- 
liam C. Dekker, McCann-Erickson; 
Jan Gilbert, Harold Cabot & Co.; 
Kathryn M. Hardig, the Ralph H. 
Jones Company; George Kern, 
Benton & Bowles; Gordon Mills, 
Kudner Agency; Linnea Nelson, J. 
Walter Thompson Company; Har- 
low P. Roberts, Goodkind, Joice & 
Morgan; Frank Silvernail, Batten, 
Barton, Durstfhne & Osborn; R. G. 
Simmons, Meldrum & Fewsmith, 
and Barton A. Stebbins, Barton A. 
Stebbins Advertising Agency. 

Kenneth Godfrey of the Four 
A’s will serve as secretary of the 
committee. 


Trumbull Appoints Four 

Paul H. Goodell has been ap- 
pointed manager of _ industrial 
heating sales of Trumbull Electric 
Mfg. Company, Plainville, Conn. 
W. B. Dixey has been named 
manager of the company’s new 
merchandising division, which has 
absorbed the advertising division 
and will be responsible for ad- 
vertising and sales promotion ac- 
tivities. William J. Batchler, At- 
lantic division manager, has been 
named manager of government 
sales, with J. E. Van Effen re- 
placing him as Atlantic division 
manager. 


Allan Agency Moves 

David Allan & Associates, Chi- 
cago advertising agency, has 
ee its offices to 21 W. Huron 
t 


years at)! 


treonted " 
Pye ai al a eee 


GRAND MODEL—This two-color bleed 
ad by Grand Home Appliance Co., 
Cleveland, will introduce the gas range 
early this fall in eight magazines and 
farm publications. The range features a 
Charcolator broiler that cooks meat 
with infra-red rays. Rowe & Wyman 
Co., Cincinnati, is the agency. 


Munsingwear Will 
Use 8 Magazines 
in Fall Drive 


MINNEAPOLIS Munsingwear, 
Inc., has mailed its semi-annual 
announcement of advertising plans 
to dealers, this time in a plastic- 
bound celluloid-covered 10x14- 
inch brochure. 

The mailing tells about maga- 
zine schedules for the company’s 
seven products and shows what 
cuts and store displays are avail- 
able for each line. 

The schedule for black-and- 
white magazine insertions: 

For women’s lingerie: Ladies’ 
Home Journal, Mademoiselle and 
Seventeen. 

Girls’ underwear and sleepwear: 


|Good Housekeeping. 


Foundation garments: Good 
Housekeeping, Ladies’ Home Jour- 
nal, Mademoiselle, Seventeen and 
Vogue. 

Hosiery: Harper’s Bazaar, The 
New Yorker, Seventeen and 
Vogue. ; 

Men’s underwear and _sleep- 
wear: Pic and The Saturday 
Evening Post. 

Boys’ underwear and 
wear: Good Housekeeping. 

Men’s and boys’ hosiery: 
and SEP. 

Kenyon & Eckhardt, New York, 
handles the account. 


Establish New Agency 


Cowan-Gilliam Advertising 
Agency has been organized by 
Joseph B. Cowan and Chester A. 
Gilliam Jr., with offices in Fort 
Worth and Chicago. Mr. Cowan, 
a former journalism instructor at 
the University of Missouri and 
Texas Tech, will head the Fort 
Worth office. Mr. Gilliam, for- 
merly with the Chicago Herald- 
American, will be in charge of 
the Chicago office. 


Buys J. S. Ivins’ Son 


Carr-Consolidated Biscuit Com- 
pany, Wilkes-Barre, Pa., has pur- 
chased J. S. Ivins’ Son, Inc., Phila- 
delphia, baker of cookies and 
crackers. The transaction involved 
about $100,000 in cash and 43,200 
shares of Carr-Consolidated com- 
mon stock. 


sleep- 


Pic 


Typographers to Meet 


The 22nd annual convention of 
the Advertising Typographers As- 
sociation of America will be held 
Sept. 8-11 at Grove Park Inn, 
Asheville, N. 
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JUNE SALES OF CHAIN STORES 


% Gain ———6 ant ~ Fabs % S 


Cc e lo 7 
Food Chains 1948 1947 or Loss 1948 1947 orl 4 
Lng A ee $ 11,706,615 $ 9,662,432 +21.2 $ 68,381,993 $ 55,587,819 +2 0 
Kroger in <itcdcubadkece- Te 58.716.845. +7.0 374,599 649 344,007,786 + 9 
8 eae: 20,411,511 15,792,212 +29.3 123.896 .523 92,437, 911 +4253 
SE cca nebad 92,019,531 80,553,283 +14.2 556,792,824 464,012,685 .+7).9 
Group Total .......... $186,883,323 $164,724,772 +13.5 $1,123,670,989 $ 956,046,201 +) 75 
Mail Order 
tMontgomery Ward .... 105,305,279 89,634,830 +-17.5 508 033,386 462,337,520 4719 
Sears, Roebuck ........ $203,537,916 $163,455,688 +245 $ 935,292,547 $ 762,024,470 +2).7 
“" 9 ee 10,256,398 9,056,646 +-13.2 59,714,202 57,298,629 + +2 
Group Total .......... $319,099,595 $262,147,164 +21.7 $1,503,040,135 $1,281,660.619 +) 3 
Drug Chains 
. re ae $ 3,760,202 $ 3,594,123 +46 $ 22,001,107 $ 22,081,198 —i4 
.,. | ae er 13,201,259 12,264,035 +7.6 77,702,800 73,341,693 4.9 
Group Total .......... $ 16,961,461 $ 15,858,158 +7.6 $ 99,703,907 $ 95,422,891 +15 
Variety and Miscellaneous 
tAngerman Co. $ 528,940 $ 223,840 +423 $ 3,548,871 $ 2,805,062 +255 
Beck, A. S, Shoe Corp.. 4,290,457 4,160,868 -+3.! 21,163,915 21,501,518 +14 
Bond Stores ............. 6,595,331 6,412,860 +2.8 38,416.64! 38,948,115 —\4 
7 OS Pe re 11,945, 164 9,613,718 +243 72,330,353 63,023,027 +142 
Consolidated Retail Stores 2,473,303 2,059,071 +20.) 16,207,250 14,813,802 +94 
aDiana Stores ........... 1,127,230 957,250 +17.8 14,135,049 11,737,765 +204 
EE MOS on cctdngtads 6,598,680 6,018,175 +9.6 36,901 647 33,549,443 +09 
DE, We POG, Saecene cs 758,148 667,419 +13.6 3,606, 144 3,438,935 +49 
Gamble Skogme, Inc. 13,725,058 12,480,898 +9.9 71,263,601! 67,169,385 +6. 
eA ean Saas 19,314,736 18,391,953 +5.0 98,699,571 95,626,898 -~ 32 
Green, H. L. ........... 7.892.751 7,254,896 +8.8 36,280,579 34,054,673 -~45 
Lnterstate Dept. Stores.. 5,460,713 5,195,285 +5.! 25 806, 384 23,873,080 -8 
EMG  wxinndeteds a ,662,256 19,432,016 +11.5 123,393,727 115,283,293 -+-7.0 
EO ES Pea 12,534,000 11,027,821 _-+-13.7 69,751,839 70,436,262 —|0 
Lane Bryant, Inc. ........ 4,807,194 4,221,570 +-13.9 27,205, ‘088 25,982,615 +47 
OO eae 11,514,338 9,356,928 +-23.! 49,376,173 41,771,114 +182 
| AT ee 7,404, 108 6,559,712 +12.9 41'902.628 38,807,767 +8. 
McLellan Stores ......... 4:129.49% 3,509,686 +.17.7 19:885.939 17,446,885 +140 
Melville Shoe Corp. ..... 7,608,798 6,819,035 +11.6 35,788,829 33,732,776 +4 
tMercantile Stores ..-... 9,504,900 8,564,000 +-11.0 46,069,000 42,825,700 --74 
peepee, Ge. Gy oc ckecccese 10,853,586 9,167,073 +-18.4 57,563,127 50,309,861 +/44 
Neisner Bros. ........-... _ 4,304,566 3,871,714 +11.2 23,628,430 20,932,681 +129 
EE ncccestanes 72,363 563 59,141,537 +22.4 362,763,794 322,061,455 +124 
i i vivevarsewh |, 148,086 1,150,124 —0.! 5,249,871 4,901,086 7 
Western Auto ........... 10,985,000 10,112,000 +8.6 55,307,000 52,828,000 +47 
Woolworth, F. W. ....... 46,380,980 41,654,387 +11.3 270,592,249 251,090,265 +78 
| eee $305,911,382 $268,023,836 +14.1 $1,626,837,699 $1,498,95!1,463 +85 
Combined Total ...... $828,855,761 $710,753,930 +16.6 $4,353,252,730 $3,832,081,174 +134 


tFive month period. {Four month period. 


aEleven month period. 


Business Bureau 
Releases Code for 
Video Set Makers 


New York—tThe Association of 
Better Business Bureaus, after a 
year’s study, has released a code 
of recommended standards for ad- 
vertising and selling television sets. 

Kenneth B. Wilson, operating 
manager of the national bureau 
and a member of the committee 
which set up the standards, said 
complaints against television ad- 
vertising reached a new high dur- 
ing the Republican convention. 

The recommendations to manu- 
facturers and dealers call for a 
clear, explicit price label, indicat- 
ing whether the advertised cost 
includes installation, antennae or 
other equipment or service neces- 
sary for reception. 

“When a statement such as ‘no 
money down’ is used in advertis- 
ing, in reference to an instalment 
payment plan, 
the purchaser will not be required 
to make any payment until after 
the merchandise has been de- 
livered and installed, and no pay- 
ment shall be required until the 
first due date specified in the sales 
contract,” the bureau’s committee 
suggested. 


Channel Reception Covered 


No claim should be made that 
a receiver can get satisfactory re- 
ception on all channels within 
range unless such is a fact; if a 
set is not equipped to receive all 
channels, the n&@mber it can re- 
ceive should be stated, it was rec- 
ommended. 

“Claims as to performance shall 
be limited to known facts and to 
the practical performance of such 
receivers under normal operating 
conditions, and to those claims for 
which the advertiser would be 
willingly responsible to the in- 
dividual purchaser,” the bureau 
stated. 

“When installation is performed 
by the seller, the responsibility of 
providing acceptable television re- 
ception rests with the seller, re- 
stricted only by qualification in 
advertising and selling statements, 
or as defined in service contract 
or guarantee by the seller or the 
manufacturer.” 

Other points in the standards: 

“Whenever program material 
which is to be televised from mo- 


it shall mean that- 


tion picture film, as distinct from 


direct televising, is referred to in 


advertising, such fact shall be 
clearly and conspicuously dis- 
closed. 


‘Free’ Means ‘Free’ Again 

“‘Free home _ demonstration’ 
shall mean a demonstration in the 
home without obligation to buy. 

“If any reference is made to 
picture size of direct view televi- 
sion receivers, the diameter of the 
tube shall be stated. It is recom- 
mended that the size of the picture 
also be indicated by approximate 
area in square inches or dimen- 
sional measurements. 

“If any reference is made to the 
size of the screen in a projection 
receiver, the advertising — shall 
make clear that the projection sys- 
tem is used. 

“If a receiver is equipped with 
a built-in screen enlarger, that 
fact shall be conspicuously set 
forth.” 


Blackett Adds Accounts; 


Names Stephenson V.P. 


Hill Blackett & Co., Chicago, 
has been named to direct the ad- 
vertising of Monark Silver King, 
Inc., Chicago, manufacturer of 
Monark bicycles, and Oelerich & 
Berry Company, Chicago, maker 
of Old Manse syrup, which was 
formerly handled by Burton 
Browne Advertising. 

E. W. Stephenson, formerly ex- 
ecutive vice-president of Burton 
Browne, has joined the Blackett 
agency as vice-president. 


Lindsay Joins Kuhbach 
George J. Kuhbach, formerly a. 
account executive of Comstock, 
Duffes Company and J. Jay Fuller 
& Associates, has joined Lincsay 
Advertising Agency, New Haver, 
Conn., in the same capacity. 


To Meldrum & Fewsmith 


Meldrum & Fewsmith, Cleve- 
land, has been named to handle 
the advertising of the Penn:yl- 
vania Grade Crude Oil Assovcia- 
tion, effective Oct. 1. Magazines 
and farm publications will be 
used. 


Suspends Publication 

The Daily Post, Newport, FR !. 
and its Sunday edition, Newph: 0. 
have suspended publication t«™- 
porarily for the purpose of a 4 
ing new equipment and re r- 
ganizing. 


Booker-Cooper Moves 
Booker-Cooper, Inc., Los A's 


eles agency, has moved its offices 


to 601 S. Rampart Blvd. 
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| total liquid assets held by various 


‘Dissaving’ Poured 
$15 Billion Into 
Euying Last Year 


(Continued from Page 1) 
expenditures and investment 
plans. 

His report, based on field studies 
by the Survey Research Center 
of the University of Michigan, 
shows that almost four-fifths of 
all spending units—some 38,000,- 
000—have at least one member 
with a life insurance policy, but 
that only a 10th—or 4,500,000 
units—have a member who holds 
stocks and bonds other than U. S. 
government bonds. 

In two previous articles based 
on the survey, Mr. Holthausen re- 
ported plenty of buying power for 
all that is likely to be produced 
this year (AA, June 14). 


Group Pattern Changes 


Net saving during the year 
amounted to $5 billion, compared | 
with $7 billion the year before. | 
While 16,000,000 “units” reduced | 
their holdings, another 13,000,000 | 
added to theirs. 

The pattern of savings conforms | 
largely to the experience of the 
past two years—about a fourth) 
of all spending units had none; a/| 
seventh had $1 to $199; a fourth | 
had $200 to $999; more than a| 
third over. $1,000. But median 
holdings of the savers went down 
from last year’s $890 to $820. 

Declines are largely among) 
clerical and sales personnel, and | 
skilled and semi-skilled workers. 
The median for the former fell 
from $600 to $500, and the latter 
from $400 to $250. On the other | 
hand, the managerial and self-| 
employed went from a median of 
$1,250 in 1947 to $1,400 in the! 
1948 survey; the professional from 
$1,300 to $1,350. 

On the basis of a_ carefully 
hedged estimate, Mr. Holthausen 
suggests that roughly $55 billion 
in government bonds, savings and 
checking accounts rest in the 
hands of the 4,800,000 units mak- 
ing up the “top 10%” incomewise. 
He judges $50 billions for the 24,- 
200,000 making up the next 50% 
incomewise, and roughly $20 bil- 
lion for the 19,400,000 “units” in 
the bottom 40%. 


4,500,000 Own Stocks 


Estimates of the percentage of 


occupation groups show manage- 
rial, self-employed and _ profes- 
sional persons, making up a fifth 
of the population, with about two- 
fifths of the savings. 
Skilled, semi - skilled, 
and sales personnel held about a 
fourth of the total assets, or con- 
siderably less than their propor- 
tonal weight in the population. 
Although the analysis shows) 
£0overnment bonds still the most 
widely held asset—approximately 
43% of the 48,800,000 units have 
t.em—the number holding them! 
cropped 5,000,000-6,000,000 since | 


| 
clerical | 


| early 1946. 


The restrictions on the use of 
this word in advertising were 
originally set forth by the Federal 
Trade Commission in 1938. 

“The lawfulness of an offer of 
‘free goods’ in connection with a 
merchandising plan depends on 
the terms- of the offer and the 
underlying and surrounding facts. 
. .. If the merchant recovers any 
portion of the cost of the ‘free 
goods’ directly from the imme- 
diate transaction through the use 
of such methods (marking up the 
price of the article offered with 
the free goods or substituting in- 
ferior merchandise for that or- 
dinarily sold for the price asked) 
there is necessarily a deception of 
the purchaser, for the so-called 
‘free goods’ are not in any sense 
‘free,.’” 

On Jan. 30, 1948, the commis- 


_;,| Restrictions on the Use of ‘FREE’ 


Seventh of a Series of 10 ‘Legal Reminders’ 


By Albert Woodruff Gray 


sion published this further state- 
ment of its interpretation of the 
application of the Federal Trade 
Commission Act to the use of this 
much debated merchandising term 
in advertising: 

“The use of the word ‘free’ or 
words of similar import, in ad- 
vertising, to designate or describe 
merchandise sold or distributed in 
interstate commerce that is not in 
truth and in fact a gift or gratuity 
or is not given to the recipient 
thereof without requiring the pur- 
chase of other merchandise or re- 
quiring the performance of some 
service inuring directly or indi- 
rectly to the benefit of the adver- 
tiser, seller or distributor, is con- 
sidered by the commission to be 
a violation of the Federal Trade 
Commission Act.” 


One out of every four holders 
of government bonds—regardless 
of income level—reported a de- 
cline in holdings, as compared 
with one out of every three hold- 
ers of other forms of savings. 

By early 1948, the percentage 
holding savings accounts was only 
slightly below the government 


| Helens 


bond. According to the article, 
48% had bonds, 46% savings ac- 
counts and 39% checking ac-| 
counts. 

Ownership of _ stocks appar- | 
ently rested with approximately | 
4,500,000 units comprising about! 
5,500,000 adults and children. | 
About 500,000 others had bonds of | 
corporations, states and munici- 


| palities. 


Fewer than 10% of those with | 
less than $2,000 in liquid assets | 
reported stock or bond ownership. | 
There were very few owners) 
among skilled, semi-skilled and 
unskilled workers (only 3%). 


Gremlins Hit RR Fair, 
Mixing Paragraphs | 
Printing gremlins caused a pos- 
sible erroneous impression ~ by | 
killing a vital sentence in last| 


| week’s AA story on the Chicago | 


Railroad Fair. Citing an example | 
of hard feelings against several | 
railroads not contributing finan- | 
cially to the Fair, AA said that 
Look sought to persuade about a | 
dozen roads to help finance and | 
distribute reprints of an article | 
on new trains in its June 6 issue. | 

The omitted statement was that | 
some of the roads balked at Look’s | 
proposal because of unwillingness | 
to give a free ride to certain non- | 
fair roads mentioned in the article. 
Missouri Pacific, Southern Pacific 
and Southern Railway System are | 


|roads failing to support the fair, 


not roads who balked at Look’s 
proposal. 


Mitrovi Joins KQW 

Joseph K. Mitrovi, formerly on 
the advertising staff of the Daily 
Pacific Builder, San Francisco, | 
has joined the sales department 
of Station KQW, San Francisco. 


SJ-oy E. limos Street, 


“Ro, 


Genuine photographs manufac 
tured in quantity at little 
24, more than letter-press in > 

any size... get full 
(>) particulars from 
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iiunow 


Unicago il, 


Phone WHitehall 2930 


Publishers Elect 


Frank Jenkins, president of 
Southern Oregon Newspapers and 
publisher of the Klamath Falls 
Herald & News, has been elected 
president of the Oregon Newspa- 
per Publishers Association. Robert 
E. Pollock, publisher of the St. 
Sentinel-Mist, has been 
named vice-president, and Walter 
W. R. May, publisher of the Ore- 
gon City Enterprise, treasurer. 
Carl C. Webb was reelected secre- 
tary-manager. 


Now Hixson & Jorgensen 


Hixson-O’Donnell Advertising, 
Los Angeles, has changed its 
name to Hixson & Jorgensen, Inc., 
with the resignation of Julian E. 
O’Donnell. Kai Jorgensen’ will 
continue as chairman of the board 
and R. M. Hixson as president. 
H. D. Walsh has been named vice- 
president. 


Shelton to ‘Film News’ 


Audrey Shelton has been named 
Chicago correspondent and repre- 
sentative of Film News, New York. 
Miss Shelton, who has been in- 
active for the past year as a re- 
sult of an automobile accident, 
was formerly assistant advertising 


Elizabeth, N. J., 


16 Network Video | 
Sponsors in June, 
Rorabaugh Finds | 


New Yorx—Some 236 national | 
and local advertisers were using | 
television on 20 stations in 11 
markets during the week starting 
June 6. This figure was compiled 
by N. C. Rorabaugh Company in| 
the first of a series of regular 
monthly reports. 

NBC emerged as the pace setter 
in the industry, listing 13 out of 
16 network advertisers among its 
clients. The DuMont network’s 
only network sponsor was (and 
is) Allen B. DuMont Laboratories. | 
CBS boasted three network spon- 
sors, and ABC one. 

The report listed 16 network 


sponsors as follows: American 
Tobacco (NBC, 6 markets); 
Brown & Williamson Tobacco | 


(NBC, 6 markets); Allen B. Du-| 
Mont Laboratories (DuMont, 4 
markets); Firestone Tire & Rub- 
ber (NBC, 6 markets); General 
Electric (NBC, 6 markets); Gen- 
eral Foods (NBC, 5 markets); 
Gillette Safety Razor (CBS, 4 
markets); Gulf Oil (ABC, CBS, 
NBC, 6 markets); Kraft Foods 
(NBC, 5 markets); Motorola 
(NBC, 6 markets); Nash-Kelvin- 
ator (NBC, 6 markets); R. J. 
Reynolds Tobacco (NBC, 8 mar- 
kets); Sports Afield (CBS, 3 mar- 
kets); Swift & Co. (NBC, 6 mar- 
kets); Texas Company (NBC, 6 
markets), and U. S. Rubber (NBC, 
6 markets). 

Of the 236 accounts, 144 are 
local retailers, 76 are national and 
regional selective (spot) adver- 
tisers, and 16 are network users. 


Appoints McClancy 


Benjamin F. McClancy, for- 
merly director of the human re- 
lations division of ATF, 
has been ap- 
pointed general manager of As- 


sociated Industries, Cleveland, | 
effective Aug. 1. 
Daystrom Boosts Marder | 


Walter S. Marder, comptroller 
of Daystrom Corporation, Olean | 
and Friendship, N. Y., furniture 
manufacturer, has been appointed 
sales manager of the company. He 


manager of Radiant Mfg. Corpora-|will make his headquarters 
tion, Chicago. |New York. 
| 
SOUTHWESTVIRGINIA’S Pioneer RADIO STATION 


WD BJ pon sist’ ; | 


ily 


: 


Retail sales in WDBJ’s daytime coverage area exceeded 


$850,000,000 in 1947, nearly double 1946. In the part of this 
rich market where WDBJ’s listenership is 50-100%, retail 
sales exceeded $500,000,000. You can cover this fast growing 
market of Roanoke and most of Southwest Virginia with 
WDBJ alone, and the cost is surprisingly low. 


Ask Free & Peters! 


ROANOKE, 


Owned ond Operated by the 


| 


Inc., | 


in\§ 


* 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


a A er ee at 


—that you're in business to do busingss; 
that you're on the lookout for immediate 
sales. 


me oes 


Not tomorrow, but now. 
BSN help you do it! 


of communication your 
customers do 


You con spread the prestige of your 
products in the magazine acknowledged 


| the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


| The fight is on tor the same dollar. it's 


@ healthy fight. Make it profitable. Use 
the Ist paper 
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you live?” 


after two tries, named the location | 


Given an address, Operator 25, AAVertising in the Test Stage 


of the nearest dealer. Time of! 
/phone call: three minutes. 
Joseph Howland, director of ad- | 


46 
s 
] Firms to Start 
‘Localized’ Ad 
ocalize | | 
| . Pee» gy Borrego 
Campaigns Soon 'Steel, which has just been pur- 


“ chased ‘by Admiral Corporation 
(Continued from Page 1) (see Page 13), said that the “call 


search, and John Alden Spooner, | Western * Union” system has 
Textron, Inc., have been elected | Prousht “very good” results since 


J directors of the council, of which first advertised in Life March 29) removed be - 
— Marshall Adams of Mullins Mfg. | 224 in a record-breaking five-page fore canning 

: Company is chairman. ad in The American Weekly! has been un- 
a The specific line employed is | June 20. \dertaken by 


A Los Angeles distributor, he| pemin g & 
said, reported that his switchboard |Gould, sales 
was jammed with calls from deal- | agents for Pa- 

‘ers for 15 minutes when he) cific American 
opened his office the morning | Fisheries. Spot 
after the Life ad appeared. | markets of the 

| East, Midwest, 
| Texas and the 
Pacific North- 
west are being 
used. News- 
papers are the 
| medium. 

The new 
brands are 
Deming’s Sir- 
loin Salmon 
and Deming’s 
Salmon Impe- 


“Call Western Union by number 
and ask for Operator 25.” No 
name has yet been chosen for the 
new service. 

In Chicago, when AA called | 
Western Union, there was no de-| 


lay in reaching Operator 25. How- 
ever, her approach was less than | Small Fry Club 


professional when she was asked Teletranscribed 
where a Presteline range could be. Bob Emery’s “Small Fry Club” 
purchased. The dialogue: will be transcribed during his 
Operator 25: “How do you spell| two weeks’ vacation this year. 
that—P-r-e-s-t-o-l-i-t-e?” Programs for the period, includ- 
+\ AA: “No. P-r-e-s-t-e-l-i-n-e.” | ing Sheffield Farms and General 
Operator 25: “Well now, wait | Foods _commercials, were tele- 
a minute and I'll see if I can look | transcribed by the DuMont pro- | 
it up.” cess 


“ The five-times-a-week prograrn 
(30-second pause) “Where do | originates from WABD, New 


York, and is carried by WTTG, | rial both 

; Washington; WNHC-TV, New|made from 

e ; e Haven, and WMAR-TV, Balti-| Alaska sock 

e | more. f 

> *s, 1 be San es | eye, and Sam- 

- remember |O-Lets, made 
Agency Changes Name , 

Silene gency g i'from Alaska 


Lavenson Bureau, Philadelphiaj}chum and 


agency, has changed its name to| promoted as 

Associate _Lavenson Bureau of Advertising 4 ght - meat 

. as result of inquiries as to what | simon. An 

ith kind of business Lavenson Bureau | . 

ad | represents. jcommand 8 

FLOWERS | +s Mihic price. 
Boyd Joins Mihic we 

| These prod- 


Deane W. Boyd, formerly man- y 
aging editor of Chain Store Age, Ucts without 
Variety editions, New York, has Skin or back- 
joined H. L. Mihic & Co., New| bone are her- 

: ® York, as a copywriter. |alded as the 
7 | “first great 
advance in 
salmon can- 


ining in 25 
years.” ‘“Ten- 
der texture, 


fine flavor, 
better appear- 
ance” are the 
stated result. 
Each tin 
carries a blue- 
and - white 
paper disk at 
the top, telling 
of the change 
and asking, 
as a favor, 
that customers 
| write in to tell 
product. 


- METROPOLITAN ~& 


OAKLAND 


It's the people who make the market great, and the 
“Great Market” of the Metropolitan Oakland area, with 
a population of over a million people, is completely 
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sponse. 


for salads, 


3 New Salmon 
Products Tested 


in Newspapers — 

BELLINGHAM, WasH.—Test mar- INTRODUCES NEW PACKAGE 
keting of three new brands of | 
premium quality 
which skin and backbone were Fisher’s cake flour, emphasizing 
appetite appeal, are being intro- | 


oceemnemmenanl | 


Sem-o-iets—Firet greet edvence 


in satmen conning in 25 years. 


Sem-o-tets—Seimen with 
shin end backbone removed. 


Sem-otets—Light meet seimen, 
eppetising ond attractive. 
Sem-0-tots—Tonder tontere. 


Finer Hever, toe 


Sem-o-iets—Seimon pocked 
in 1s own testy natural juices. 


BONE 


Sem-o-iets—Pertect tor seleds, 
cocktoils end 


Sem-o-lets— Delicious in 
feverite cooked dishes. 


MOVED 


Sem-o-iets—Light meet seimen 
with shin end beckbone removed. 


sandwiches. 


Sem-o-iets— Produced bythe 
peckers of Deming's Salmon. 


Sem-o-lets—tconomicel to 
serve. At your grecer's—now! 


wate cnatanonaein ts 


how they like the 


There is no offer of a 
|premium, but company officials | 
report exceptionally good mail re- 


Advertising promotes use of the | eign 


salmon as it comes from the can| magazines through Fashion Ad- 
cocktails and sand-|vertising Company, New York. 


wiches. Ads vary from small space 

to a column long. 
Honig-Cooper, 

| agency. 


FISHER TESTS MIX; 


Seattle, is the 


SEATTLE—New package designs 


duced on the West Coast this sum- 
| mer. 


| 


| To introduce the pancake pack- 
|age in the Seattle test market, 
'Fisher Flouring Mills broke a 
/newspaper campaign this month, 
pushing the package and a new 
formula, Mix No. 27, which was 
chosen by a group of women serv- 
ing as a consumer panel. 

The new package wraps are in 
full color and carry the company 
emblem, a red circle bearing the 
word, Fisher’s. Each package car- 
|ries recipes and _  cross-product 


| selling for other products in the) 


| company’s packaged line. 
| The test promotion for pancake 
| mix opened with teasers and fol- 
|lowed with 1,000-line color news- 
| paper copy. The promotion was 

continuing programs on KOMO, 
| Seattle. 

The packages were designed by 
James Allan of Pacific National 
_Advertising Agency, which han- 
'dles the account. 


Younger Agency Group 
Forms Advisory Board 


An advisory board of directors 
composed entirely of agency per- 
| sonnel under 35 years of age has 
| been formed by James Thomas 
| Chirurg Company, Boston, “to en- 
|courage its younger members to 
|take an active part in manage- 
|ment.” The board will have as 
|its main objectives the improve- 
|ment of agency-client relation- 
|ship, the increasing of business 
‘volume, the improvement of over- 
all agency efficiency, and the bet- 
tering of employe and public re- 
| lations. 


Miami Papers Merge 

The Miami Beach Evening Sun | 
and Sun-Star, Sunday edition, re- | 
cently purchased by the Fort In-| 
dustry Company, have merged 
‘and ‘will be published as the| 
Miami Beach Florida Sun. The | 
Miami Beach Morning Star, also | 
owned by Fort Industry, will be- | 
come the Miami Beach Florida | 
Star. 


Introduces New Camera © 


| 

Premier Instrument Corpora- | 
tion, New York, is introducing 
| Kardon, a made-in-America mini- 
|}ature camera said to incorporate | 
the finest features of the best for- | 


cameras, in photography 


/supported through the company’s | 


Advertising Age, July 19, 19.8 


Red Band Flour 
Ads Feature 
the Premiums 


MINNEAPOLIS—General Mill's, 
|Inc., is stepping up its advert s- 
ing and merchandising promoti in 
‘of Red Band flour in select. d 
southern markets after initial suc- 


| 


salmon from for Fisher’s pancake mix and|cesses for a number of years 


| throughout the Carolinas. 


Currently the product is bei:.g 
| introduced and expanded in Te- 
nessee with newspaper advertising 
centered in Chattanooga and Nas).- 
| ville papers. 

| Advertising is based on a cou- 
|pon promotion which has worked 
| remarkably well in this territory 
| with Red Band products. Copy and 
|art depict gifts that may be ex- 
| changed for the coupons enclosed 
in sacks of Red Band flour. Pre- 
|miums such as Tru-Heat iron, a 
|General Mills product, nylons, 
| bath towels, birthstone rings and 
house dresses are featured in the 
current campaign. 

Expansion into other key south- 
‘ern cities of the flour product is 
now being planned by General 
Mills and its agency, Knox Reeves, 
which is doing a similar job with 
the milling firm’s Sperry brand 
| flour products on the West Coast, 
employing coupon and premium 
promotion deals. 


Dix-E-Lea to Ferguson 


Dix-E-Lea Food Products, Inc., 
Alexandria, Va., has appointed 
Courtland D. Ferguson, Inc. 
Washington, Baltimore and Rich- 
mond, to handle advertising for 
Dix-E-Lea two-layer cake mix 
and Dix-E-Lea hot roll mix. 


Appoints Talbot 


Paul Talbot, for the past two 
and a half years president of 
Fremantle Overseas Radio, New 
York, has been appointed execu- 
tive director of Italian Publishers 
Representatives, Inc., New York. 
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. covered by the Oakland Tribune. 


Editorial excellence and public service has given The 
‘i Tribune the greatest percentage of home delivered daily | 
es: and Sunday circulation among all newspapers with more 
than 150,000 circulation in the entire United States. 


The Tribune’s great public service, an element most 
7 vital to complete market coverage, makes it the leading 
newspaper in the Metropolitan Oakland area. 


TOTAL NET PAID CIRCULATION 
DAILY SUNDAY 


138,887 167,253 


A.B.C. Publisher's Statement, March 31, 1948 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 
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—CRESMER & WOODWARD, INC. | 
Representatives Including Sunday Magazine 


Oakland iG Tribune 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 
THE ADVERTISING FIELD 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
INDUSTRIAL MARKET DATA BOOK 
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Forcelain Enamel 


held several offices in the Ameri- , 


can Marketing Association. 


Exec Hits Lustron = ayzerr c. suanett 


Steel Allocations 


WASHINGTON—A spokesman for | 
tle Porcelain Enamel Institute 
ciarged before the Commerce De- 
partment’s Office of Industry Co- 
o eration last week that the gov- 
enment is using its voluntary 
allocations plan to channel scarce 
heet steel to the Lustron Cor- 
poration, prefab home builder of 
Columbus, O. 

Contending that the steel would | 
provide more homes if used for | 


wn 


Proctor, Minn.—Albert E. Bur- 


| nett, 51, director of new products | 


commercial research for General 


| Mills, Minneapolis, was killed in 


an automobile accident near here 
July 4. He had been associated 


| 


| 
i 


|of ceremonies “Everybody 


| . ” 


Wins, 
show in its present form for 26 


on 


|up 10.1% from last year, carried 


period. 


with GM 14 years, having joined | weeks because of a contract clause | * * * 


the company as sales manager of 
American Research Products, fore- 
runner of the company’s present 
special commodities division. 


EDGAR J. DIXON 


Fort WortH—Edgar J. Dixon, 


which reportedly says the talent 
|ecan be dropped only if the sponsor 
'relinquishes a time spot. Even if 


| Attorney General Price Daniel of 
| Texas is condycting a drive under 
|state anti-trust laws. A _ special 


47 


ords figures he was using because, 
he said, they were not entirely 
accurate. 

“If you don’t like our figures,” 
/'MR said in effect, “we won't let 


Philip Morris & Co., more than 282,005 lines the first six months,| you use them.” 
'a little displeased with the master|and “Puck—the Comic Weekly,” | am fe. 


The biggest “giveaways” are 


may be stuck with the/ 211,063 lines during the six-month| not on network radio programs 


but in the growth of door-to- 
|door, store and mail sampling, 
| premium and coupon plans. It is 
|estimated that 100,000,000 soap 
‘coupons alone were offered in the 


| the legal problems can be worked | six-man staff has looked into al-| first half of 1948. The value of 


‘out, Philip Morris is having 
| trouble finding a radio artist who 
|is willing to take over the broad- 


leged monopoly practices in milk, 
|bread, ice cream, gasoline, butane 
gas and building materials and 


conventional construction, C. J.| 47, Dallas Times-Herald salesman | ©@St because of the nature of the| household appliances. Several 
Rodman, representing the insti- | since 1938, died July 9 of injuries | #4Vertiser-talent differences. 


tute’s formed metal plumbing divi- | 
sion, suggested that the govern- 
ment might be attempting to pro- 
tect the $15,500,000 RFC loan to 
Lustron. | 

“The end result of the alloca- 
tion will, in our opinion, take steel 
away from small industries, many 
of which now are unable to con- 
duct their operations because of | 
the lack of steel,” he complained. | 

He claimed that steel industry | 
approval of the 59,000 ton alloca-| 
tion for prefab housing, largely to | 
Lustron, had been obtained only | 
as a result of extreme pressure by | 
the RFC, housing agencies and | 
members of Congress. 

Estimating that all-steel prefabs 
use 94% to 10 tons of steel, as com- | 
pared with 1% in ordinary houses, | 
Mr. Rodman said it was “simple | 
arithmetic” to figure that 
59,000 tons will build approxi- 
mately 6,000 all-steel prefabs 
while the same amount of steel | 
will build 39,000 ordinary homes. | 


ELMER G. BIECHLER 
Dayton—Elmer G. Biechler, 58, | 
former president and general man- | 
ager of Frigidaire division of Gen-| 
eral Motors Corporation, died here, 
July 5. He had served as presi- | 
dent and general manager from | 
1926, when the Frigidaire division 
was created, until 1943 when he 
retired because of ill health. 

Mr. Biechler had been associated | 
with the Delco Light Company | 
here. He was named Delco’s traf-| 
fic manager and purchasing agent 
in 1916, was later promoted to as- 
sistant sales manager and then 
sales manager, and in 1924 was 
appointed president and general | 
manager of Delco. 


C. E. DILLON 


Des Mornes—C. E. Dillon, cir- | 
culation personnel manager of the 
Des Moines Register and Tribune, | 
died here of leukemia July 4. He}! 
had been with the circulation de- | 
partment since 1922. 


A. P. E. CHALUFOUR 


NEw York — Alexandre P. E. | 


| 


Chalufour, 50, assistant director of | 
tesearch of the Crowell-Collier 
Publishing Company, New York, | 
died at the Knickerbocker Hos- 
pital here on July 8. 

Mr. Chalufour came to the) 
United States from France in 1920 | 
ani after graduation from Har- | 
va‘d was associated with Lazard 
Frores & Co., investment brokers. 
He had been with Crowell-Collier 
Since 1935. He was well known in 
the market research field and had | 


when his car collided with a 
truck here. He was driving to pick 
up copy for his paper’s Sunday 


| * * * 


| Although Pepsi Cola is still 
|picking last-minute winners for 


suits are expected to go to trial| 


‘in the fall. 


* * * 


With a total of about $600,000 in 


edition when the accident oc-! its nationwide contest which| 24vertising in the United States 


curred. 


HARRY HAMMOND 


|closed June 30, the company re- 
|ports that about 4,000,000 entries 
will have been received during 


'this year—by the French Tourist 
| Bureau, the French railroads and 
ithe airlines—France expects a 


Riversioe, Cat.—Harry W. the contest period. The final com-| near-record tourist season. 


Hammond, 80, publisher of the 
evening Press and morning En- 


petition will be held in the next 
month when the 100 American 


a 


| That new advertising medium, 


terprise here, died at his home| families who collected the most | television, literally has begun .to 
July 3 after a two-year illness.| points during the contest compete | push newspapers around. One rea- 
His interests in the newspapers|for the final family sweepstake | son why American Newspaper Ad- 


dated back to 1899. 


ALBERT H. DAMON 


SPRINGFIELD, Mass. — Albert H. 
Damon, 69, former advertising ex- 
ecutive here, died recently in 
Syracuse, N. Y. 

Mr. Damon, who left Spring- 


Store here, and more recently had 
conducted his own advertising 
business here. He was for five 
years advertising manager of the 
New York Herald Tribune, and 
for 25 years was an assistant 
manager in the advertising depart- 
ment of the New York Times. 


ROYDON V. WRIGHT 


East ORANGE, N. J.— Roydon 
Vincent Wright, 71, managing edi- 


|tor of Railway Age and a former 
|state senator from Essex County, 


N. J., died July 9 in East Orange 
General Hospital after being 


|stricken with a heart ailment on 


July 5 at his home. 

Mr. Wright entered journalism 
in 1905 as associate editor of the 
American Engineer & Railroad 


Journal, New York. In addition to | 
his position with Railway Age, | 


he was editor of Railway Mechan- 


ical Engineer at the time of his| 
| death. 


Mr. Wright was also a 
past president of the Associated 
Business Papers and of the Na- 
tional Conference of 
Paper Editors. 


THOMAS J. WHITE 


Cuicaco—Thomas Justin White, | 


63, vice-president of the Hearst 
Publishing Company, died here 


| July 9. 


At the time of his death, Mr. 


White was also publisher of the | 
| Chicago Herald-American, general 
| manager of the New York Jour- 


nal-American and supervising di- 
rector of the Pittsburgh Sun-Tele- 
graph. 


Leaves ‘Esquire 

Tony Palazzo, art director of 
Esquire, Coronet and Apparel Arts 
for the past 11 years, has resigned. 


“om 
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Business 


| prize of $25,000. e 


* * * 


| A gain of 53% in linage by 
“Parade” for the first six months 
of this year, compared with last 
year, has brought 
leaders 


big in the field. Media 


the | field in May, had been advertising Records reports “Parade” linage | 


-manager for Poole’s Department| this year at 146,502 for the six 
95,756 last! 


|months, as against 
‘year. But “The American Week- 
ly,” off 1.7% this year from last, 
is still far out in front, with 428,- 
827 lines. “This Week Magazine,” 
off 2.9% from last year, carried 


the Sunday | 
magazine somewhat closer to the | 


its headquarters from the Daily 
| News building to the 67th floor of 
the Empire State building is that 
the News video station, WPIX, 
needed the space. 

Another reason, however, is that 
ANAN needed more space, too. 

* ok * 


Hans Zeisel of McCann-Erick- 


son currently is having a bit of 
trouble getting newspaper data to 


|vertising Network has just moved 
| 


include in his monthly media 
trend estimates published in 
Printers’ Ink. Dr. Zeisel apolo- 


gized recently for the Media Rec- 


‘HERE'S 


THE 


PROFITS FROM . 


FIELD 7, LEM!” 


LY you think that illus- 
tration is a gag. If so, you ought 
‘to come out and see our hay- 
seeds drag in the dough! 


In WDAY’s Red River Valley, 
the average family has an Effec- 
tive Buying Income of $4491 
(1947). The average in “boom- 
ing” California is $3771. In In- 
diana it’s $3699! In the parts of 

North Dakota not served by 
WDAY, it’s $3810! 


|'WDAY is one of the few sta- 
tions even heard throughout the 
Red River Valley. In Fargo. 
our share of the audience was 
3Y% times that of Station B. In 
our primary area, our share of 
|the audience was 5 times that 
| of Fargo Station B. (Conlan, 
| May, 1948.) Do you think may- 
be our story kinda deserves your 
er—consideration ? 


| 
| 


ae oo 


W-TELLER 


D 
“4 
Y 


FARGO, N. D. 
NBC ¢ 970 KILOCYCLES 
5000 WATTS 


FRER & PETERS, Ine 


Exctusive National Represeniasiwes 


| products offered in sampling pro- 
| grams—not counting the cost of 
their delivery and redemption—is 
said to be double the prewar 
record. 


Rouda Joins Kappelhof 


James N. Rouda, formerly with 
the R. C. Estill public relations 
organization in New York, has 
joined H. B. Kappelhof Associates, 
| San Francisco, as editor of “Your 
| Magazine,” the company’s public 
|relations publication. 


Available! 


World's Largest 


and these Salesmen 
are Tops in Direct Selling / 


Nationally known manufacturers 
such as Fyr-Fyter Co., J. B. Simpson 
Tailoring Co., Fashion Frocks, Stark 
Nurseries, and scores of others, use 
this sales force to chalk up many 
millions in sales annually in this 
2 Billion Dollar Market — 
You can obtain this sales force of 
independent, successful salesmen to 


Sales Force! 


The Fascrnaning True Story of 
C. & Solberg’s Selling Success 


| 
) 
se ETS Sees | 
J 


profitably? Find out now... 


Write for This Booklet 
Jt tells all you want to know about 
Direct Selling. Contains a wealth of 
valuable information for manufac- 
turers and advertising agency 
executives. And, we can give you 
valuable advice, based on years of 
experience in the Direct Selling 
field, without the slightest 

tion to you. 
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48 
Carey Joins FC&B 


Thomas P. Carey, formerly a 
partner in Burke Dowling Adams 
advertising agency, Montclair, N. 
J., has joined the overseas staff 
of Foote, Cone & Belding Inter- 
national. Prior to his association 
with Burke Dowling Adams, Mr. 
Carey was program director of 
the international division of Na- 
tional Broadcasting Company. 

allow from one and one-half to 


Roman Appointed A.M. three and one-half minutes for a 


John J. Roman, for the past two | recital of the merchandise on this 
years European representative for 30-minute show; the sponsor’s 
Apparel Arts, New York, has been | ; ; 
appointed European advertising | ag Aged reas three minutes 
manager of Apparel Arts, Coronet | arpa \ 

Queen for a Day 


and Esquire. Mutual’s 
| (Miles Laboratories, Philip Mor- 


| ris & Co.): Two minutes and 26 
seconds on a random clocking of 
this 30-minute audience partici- 
pation broadcast were devoted to 
the grab bag of surprises. On the 
same day, each sponsor took two 
minutes and 10 seconds of the 
| three minutes set aside for a day- 
| time quarter-hour program. 


Time Limitations 
of Code Pose 
Giveaway Problem 


(Continued from Page 1) 


IF YOU USE CAR CARDS 
for FREE Sample 


Se | 
“CARDISPLAY” | 


UNIQUE POINT-OF-SALE - 
GAR-CARD HOLDER sf 


: CARD AY CO. : 
1004 MARQUETTE AVE., MINNEAPOLIS, MINN 


Follow the 
Local Merchants 


National advertisers often follow the trail blazed 
by local merchants. He usually shows the way. For 
the results of his own local advertising are promptly 
recorded in his daily sales. His “on the spot’’ judg- 
mént is worth attention. More local merchants use 
more local advertising in Fort Wayne's evening news- 
paper than in the morning and Sunday papers 
combined. 


The News-Sentinel is read in 97.8% of all 
homes in Fort Wayne every weekday. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


ALLEN-KLAPP CO. + NEW YORK—CHICAGO—DETROIT 


| NBC’s “Supper Club” (Liggett 
& Myers Tobacco Company): 
About one minute and 10 seconds 
on days when the basket of prizes 
is described briefly on the summer 
version of this 15-minute program 
which has adopted the “keep the 
listener at home by phoning him” 
technique. Chesterfield plugs usu- 
ally take up the maximum com- 
mercial allowance. 


‘Honeymoon’ Makes Change 


Ken R. Dyke, administrative 
vice-president of NBC, said all 
network advertisers are being 
notified that the commercial time 
limitations of the code go into 
effect on Jan. 1, at which date 
|those carrying mentions of brand 
name prizes will have this counted 
as part of the advertising copy. 

Description of gifts, mentioned 
now only by brand name, has been 
discontinued on “Honeymoon in 
New York,” a sustainer and the 
only other major giveaway re- 
maining on NBC during the vaca- 
tion months. 

Come the code deadline date, 
mogey will be substituted for mer- 
chandise or “Honeymoon” will go 
off the air, Mr. Dyke said. 

Some NBC daytime serials, like 
some at CBS, usually soapers with 
premiums, devote three minutes 
and 15 seconds to the advertising 
message. However, the networks 
claim the average is well under 
the maximum of three minutes 
and the others will be in line by 
next year. 

At CBS giveaways and daytime 
dramas—the only points on which 
Columbia’s program are at di- 
vergence with the code—will com- 
ply with the document by 1949, 
Joseph H. Ream, executive vice- 
president, reports. 


Audience is Interested 


MBS is studying its schedule 
program by program and is work- 
ing on a uniform timing arrange- 
ment for giveaway gift blurbs. 

“Our Schwerin tests have shown 
that there is a great deal of 
listener interest in the listing of 
the prizes that somebody is going 
to win,” Robert D. Swezey, vice- 
president and general manager of 
Mutual, pointed out. 

“The problem of timing is not 
a simple one. We are studying 
every commercial show for code 
applications. Each will be decided 
on its own merits. If, in any in- 
stance, we find that an audience 
participation program has a high 
entertainment value as is and it 
doesn’t seem to be workable under 
|the NAB limitations, we probably 
will appeal to the NAB board for 
an amendment.” 

Declining to discuss American’s 
| major giveaway, “Stop the Music,” 
‘in terms of code infringement, 


|ment programs, 
reach the top 20 was Lever’s “Call 


| 


| 
| 


} 
| Robert E. Kintner, executive v.p. | 
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Nielsen Figures on Top-Rated Shows 
: Week of June 6-12, 1948 


All figures copyright by A.C. Nielsen Company 
EVENING, ONCE-A-WEEK, 15-60 MINUTE PROGRAMS 


Total Audience Average Audience 
Cur. Prev. Cur. Points| Cur. Prev. Cur. = Poits 
Rank Rank Program Rating Change | Rank Rank Program Rating Cha ye 
1 §: Rats TRO nn ckscccsccce 27.1 —2.3|) 1 S Bee FRO wc cececcdten 19.1 — 4 
2 — Zale vs. Graziano........ 22.3 —| 2 — Zale vs. Graziano........ 17.2 “n 
3 2 My Friend Irma......... 19.4 —5.0; 3 2 My Friend irma......... 15.4 —42 
a 12 Mr. District Attorney....185 —O0.3) 4 10 Mr. District Attorney... .14.9 0.0 
5 4 Godfrey's Scouts ........ 2 —#1) 5 6 Jergens Journal ......... 4.0 —27 
6 7 Screen Guild Players....16.7 —3.5)| 6 4 Godfrey's Scouts ........ 13.9 —42 
7 10 Jergens Journal ......... 16.1 —3.3| 7 8 Screen Guild Players..... 13.3 —18 
8 NR Eddie Cantor ............ 60 +43) 8 NR Eddie Cantor ........... 12.8 +32 
9 11 Duffy's Tavern .......... 15.8 —3.4\ 9 16 Duffy's Tavern .......... 12.0 —i,7 
10 SS. Ge MN elie ccccccctens 15.7 +08 10 et of eee 1.6 +19 
11 NR Adv. Sam Spade......... 14.9 +0.4 11 12 Jack Benny ............. 11.2 —3.2 
12 16 Kraft Music Hall........ 14.9 —3.3 | 12 NR Philip Morris Night...... 0.8 —03 
13 Se? GD MEE dc cdedadeccke 4.5 —4.2/ 13 NR Jimmy Durante Show....10.8 +16 
14 NR Take It or Leave it...... 14,1 —0.3 14 NR Adv. Sam Spade......... 00.6 —04 
15 13 Truth or Conseg......... 14.0 —4.7 | 15 20 Kraft Music Hall........ 10.4 —1,7 
16 18 Inner Sanctum ......... 13.8 —3.9 | 16 11 Truth or Conseqg......... 10.4 5 
17 NR Philip Morris Night...... 13.6 —0.8 17 NR Take It or Leave It...... 0.3 —O9 
18 NR Jimmy Durante Show..... 13.6 +0.8 | 18 — Call The Police.......... 10.1 pa 
19 — Call The Police.......... 13.6 — | 19 — Stop Music (Lorillard) ...10.1 ~ 
20 ff ¢ — pe pepe 135 —17.3 Se CE “eevduedsarvcececs $9 6-08 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 Gee TE occ devsecada 10.0 —2.0; 1 1 Bill Henry—News ....... 716060 O19 
2 2 Bill Henry—News ....... 83 —2.2) 2 3 Cane BOE .ccccicccces 14 0CU 15 
3 WR Supper Club ............ 1.9 ant 1.9 OB Deter GD ci ccsvicness 6.0 1.0 
DAYTIME, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 11 Right to Happiness...... 10.9 +10; 1 10 Right to Happiness...... $8 8 +41.1 
2 2 Our Gal, Sunday........ 10.7 02) 2 2 Our Gal, Sunday......... 96 —0.! 
3 8 Backstage Wife ......... 10.7 +0.7 | 3 5 Backstage Wife ......... 9.5 03 
4 1 When Girl Marries....... 10.4 —1.6, 4 1 When Girl Marries...... 94 —15 
5 $ Rom. Helen Trent....... 97 —03 5 8 Rom. Helen Trent........ 88) 0.2 
6 10 Stella Dallas ........... 97 —0.2)| 6 9 Stella Dallas ........... 8.8 +01 
1 NR Pepper Young ........... 9.7 +1.0 | 7 15 Pepper Young .......... 8.6 +1.0 
8 7 Ma Perkins (CBS)...... 96 —05| 8 7 Ma Perkins (CBS)...... 86 = —04 
b 15 Arthur Godfrey ......... 9.6 +0.7| 9 3 Portia Faces Life........ 85 —11 
10 Se) EE owt dcncd conus 5 —1.2/ 10 ye | 3 sereeey ee 
11 3 Portia Faces Life........ 94 —1.5 11 11 Wendy Warren .......... 7190 0.7 
12 5 Wendy Warren .......... 9.4 8 —1.1 | 12 6 Young Widder Brown....7.9 —1.2 
13 6 Young Widder Brown.... 9.3 —0.9 13 NR Guiding Light .......... 7.6 +04 
14 CE GD ccc ccscdesecses 8.8 +0.2 | 14 De ED 00.50 cdesececns 1.3 4 
15 14 My True Story........... 86 —O05' 15 cf Ff eee 1300 4 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 2 Armstrong Theater ...... 11.0 —0.3| 1 5 Armstrong Theater ...... 8.3 0.5 
2 3 True Detective Myst..... 10.2 —0.8 | 2 3 True Detective Myst...... 8.3 —08 
3 1 Adv. Archie Andrews..... 10.0 —28)| 3 1 Adv. Archie Andrews..... 190 28 
4 i Gene DU caceconscses 94 —09/ 4 fp ff. eee. ml $ 
5 NR Grand Central Station.... 9.4 —1.2/ 5 2 Grand Central Station... 6.8 —25 


NR—Not ranked in ‘““Top Programs”’ in preceding report. 


Zale-Graziano 
Bout Rates 2nd, 
Nielsen Reports 


Cuicaco—The Zale - Graziano 
boxing match, sponsored by P. 
Ballantine & Sons over Mutual 
June 10, had a total audience rat- 
ing of 22.3, good enough to put it 
in second place—to 27.1 for Lux 
Theater (CBS)—in A. C. Nielsen 
Company’s top program ratings for 
June 6-12. 

Pabst Sales Company’s Eddie 
Cantor show, in a new time spot 
on NBC, gained 4.3 points and | 
moved from 65th to eighth on the 
listings for evening shows. 

Of the various summer replace- 
the only one to 


| reports, dropped to fourth as it 
lost 1.6 points. 


Acme Cotton to Kleppner 


Acme Cotton Products Com- 
pany, New York, maker of Dixie 
Belle napkins and Pats, has ap- 
pointed the Kleppner Company, 
New York, to handle its advertis- 
ing. 


Appoints Cooperman 

Leon Cooperman, formerly a 
partner in the Cooper-Rader- 
Pearl Advertising Agency, Hart- 
ford, Conn., has been appointed 
sales manager of Fox Press, Inc., 
Hartford. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


the Police” on NBC, which ranked 
19th with 13.6. Summer program- 
ming changes caused many shifts 


The Vocabulary 


of Advertising Art 


How well do YOU know the techniques of Advertising Art? 


This portfolio, developed in collaboration with leading art 


directors and artists, demonstrates basic techniques of the 


graphic language of advertising. Copies are still available 


. . without charge . . . to professionals in the graphic arts and 


advertisers. Write for a copy on 


COLLINS, MILLER & 


your business stationery to: 


HUTCHINGS, Inc. 


207 No. Michigan Avenue, Chicago 


|of ABC, said talks are going on 
|}among the four major networks | °" 
'on implementation of the stand- 
|ards, “but nothing has been for- 
| mulated.” 

The standard of practices docu- 
|ment originally was to have be- 
‘come effective on July 1. How- 
ever, the major networks were | . : 
given six months to make “certain |e"Ce in the daytime program 


. : |rankings was all that “Right to 
| required changes % program op- Ha > ” sponsored b ada 
eration. PP , y 


NBC lost 7.3 points and 
|dropped from sixth to 20th. Rex- 
lall’s Jimmy Durante Show on 
‘NBC, by gaining 0.8 points, moved 
up from 58th to 18th, and various 
| other evening shows had startling 
|ranking changes, too. 


| Appoints Helen Herd 


| “When a Girl Marries” (General 


| in rankings: Pepsodent’s Bob Hope | 


A gain of only 1.0 in total audi- | 


& Gamble on NBC, needed to. 
|}move from 11th to first place. | 


Helen R. Herd, formerly man- | Foods, NBC), the leader in recent | 


|ager of the New York office of the | 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Thro: gh 
them you make friends with tht most 
loyal customers in the world. Trem °n- 
dous profits are made through ad\ °r- 
tising to this great and growing m :r- 
ket. For full details write Interst ste 
United Newspapers, Inc., 545 F ‘th 
Ave., N. Y., serving America’s lead 1g 
advertisers for over a decade. 
NOTE: We now have facts compiled by ‘he 

® Research Co. of America on b: nd 
preferences of Negroes from coast to cc's, 
the only study of its kind ever made. Write ow 
for this free information. 


Home News & Sunday Times, 
New Brunswick, N. J., has been 
appointed manager of the New 
York office and national advertis- 
ing representative for the area 
east of the Mississippi for the 
Press, Pontiac, Mich. 


Transfers Helen Delbar 


Helen Delbar, director of re- 
tail public relations for Textron, 
Inc., New York, will represent the 
Nashua Mills division of Textron 
on the Pacific Coast as director of 
fashion fabrics, effective Aug. 1.| ® 
Miss Delbar will make her head- 
quarters at Nashua Mills, Los| § 
Angeles. 
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Advertising Age, July 19, 1948 


‘Argosy Advance’ 
Helps Advertisers 
Get Store Support 


‘New’ 66-Year Man's 
Magazine Reaching 


New Sales Highs 


New YorK— Across the front 
page of the first issue of Frank A. 
Munsey’s Golden Argosy on Dec. 
9, 1882, ran the line, “freighted 
with treasure for boys and girls.” 
Beneath this line, among other 
offerings on the front page in 
newspaper format, was the first 
instalment of Horatio Alger’s “Do 
and Dare.” 

The Argosy has changed a lot 
since then. In its five years in 
the fold of Popular Publications, 
Inc., this “complete man’s maga- 
zine” has built circulation from 
the 40,000 of 1943 to more than 
500,000 now (97% newsstand), 
and is shooting for 750,000 by the 
end of 1948 and for 1,000,000 by 
the end of 1949. 

Popular Publications, owned by 
Harold Goldsmith and Henry 
Steeger, started 20 years ago. Be- 
tween them they now turn out 
30,000,000 “pulps” annually. Gold- 
smith directs the business and 
Steeger the editorial end of the 
enterprise. 


Pre-tested 242 Years 


Today’s Argosy, however, is not 
a “pulp.” With the October issue, 
the entire magazine will be 
printed on machine-coated stock. 
Among the authors who have ap- 
peared on its pages this year are 
Leslie Charteris, Erle Stanley 
Gardner, P. G. Wodehouse, Wil- 
liam Fay and Philip Wylie. 

But fiction is only part of Ar- 
gosy’s monthly all-around menu 
for men. Under Rogers Terrill, 
one of Popular’s veteran editors, | 
who now devotes all his thought 
and energy to Argosy alone, the 
new magazine was pre-tested for 
two and a half years to find “the 
dominant reading interests of all- 
around men.” 

The findings—which Argosy 
proceeded to do something about 
—included “eye-witness adven- 
ture,” spectator and participant 
sports, job and opportunity, travel, 
clothes and accessories, hobbies 
and games, world affairs, science 
topics, humor and “the opposite 
sex.” 

Argosy has done a lot of edi- 
torial and market research since, 
but with no organized effort to 
sell ad space. It was sold by 
Popular Publications’ staff as one 
“item” in the line. Then last 
January, John E. Miller was 
brought in from Esquire, Inc., as 
lvertising director of Argosy 
aione, 


é 


Develops ‘Advance’ 


The magazine now has such ad-| 
vertisers as Chesterfield cigarets, 


| i 


REED'S BOUTS ARE DIFFERENT—Reed Candy Co.'s Tuesday night television 
show on WBKB, Chicago, features the prowess of miniature boxers of the 
Off-the-Street Club, youth organization fostered by Chicago admen. In the 
ring here are (left to right) William Reed, president of the company; Frank 
Baker, radio and television director, Reincke, Meyer & Finn; Arch Ward, Chi- 
cago Tribune sports editor, and Jim Ameche, emcee, with contestants Clinton 
Cook of the Old Town Club, and Donald Holmes of the Off-the-Street Club. 


lighters, Botany mills, Warner 
Brothers pictures, Arena knitwear, 
Doubleday Doran, Book-of-the- 
Month Club, Mennen and Daly 
Brothers shoes. The space was 
'sold both on Argosy’s new vigor 
|and scope and on the strength of 
a new merchandising plan devel- 
oped by Mr. Miller and called 
“Argosy Advance.” 
| The “Advance,” a trade news 
| digest, will cover retailers in four 
important man-markets: drugs, 
men’s wear, sporting equipment 
and liquor. Each edition will be 
edited by a well-known authority 
in the field: Harold Hutchins— 
drug store merchandise; William 
Quantrell—men’s wear; Herbert 
Smythe—sporting equipment, and 
Jesse Stechel—beverages. 
Announced to advertising pros- 
pects this month, the first quar- 
terly issues of “Argosy Advance” 
will be mailed in October. Circu- 
lation of each issue to each group 
will be approximately 5,000. The 
groups in each field will be ro- 
tated to reach most top retailers 
and other trade factors annually. 


97% Male Readership 


Mr. Miller emphasizes that “the 
‘Advance’ will not compete with 
trade papers.” It will carry in- 
formation on promotional trends 
in specific lines to help retailers 
move men’s merchandise. In four- 
page, four-column tabloid news- 
paper form, the paper will carry 
“ads” of Argosy advertisers in 
these fields on the basis of three 
column inches in the “Advance” 
for each column in the magazine. 

Advantages cited for this new 


trade news digest are: “format 
proved to be best read by retail-| 
ers; edited by famous authorities; 
distributed to buyers across the 
nation; issued just before every | 
buying season, and advertising | 
columns open to Argosy adver-| 


tisers.” 


The “Advance” is one part of | 
Argosy’s merchandising program, 
which also includes four-page) 


Schenley and Frankfort distillers, 


self-mailer folders, reprints of | 


“nose for news." 


ume of news in a minimum of time. 
broadcasts are eagerly listened too 
WBNS families because the name of 


news 


Bill McKinnon, sports director of WBNS, has a 
16 years of radio and newspaper 
work have given him the ability to present a vol- 


means the tops in sports and 
coverage 


Ohio. 
o| ASK JOHN BLAIR 


er Se — ‘ 


S 


_— 


His two daily 
by the 163,550 
Bill McKinnon 


in Central 


1000 N e CBS 


Wildroot hair preparations, Paris | column and larger copy, cards for 
garters, Indian Motocycle, Zippo) counter 


and window displays, 
complete magazine copies for 
sales forces, and letters to the 
trade. z 

Research has shown that the 
new Argosy’s half-million circu- 
lation is 97% to men, most of 
them between the ages of 18 and 
34, and two-thirds of them with 
family incomes of more than 
$3,000. Sixty-eight per cent of 
them are married, 66% own cars, 
and 46% own homes. Their favor- 
ite pastimes are hunting, fishing, 
golf, photography, woodworking 
and traveling. 


Dahl Joins Bourjois 

Hugh D. McKay, chairman of 
the board of Prince Matchabelli, 
Inc., New York, has been ap- 
pointed general manager of the 
company. Norman F. Dahl, for- 
merly president and general man- 
ager of the company, has been 
appointed assistant general man- 
ager and coordinator of merchan- 
dising of Bourjois, Inc., New York. 


Gets Bakery Account 


Stonier Bakery, Long Island 
City, N. Y., maker of Stonier’s 
Old Fashioned breads and rolls, 
has placed its advertising with 
Tracy, Kent & Co., New York. 
Newspapers and other media will 
be used. 


NBC Moves Ahead 
of CBS in Fall 
Program Shuffle 


New YorkK — There were signs 
of autumn in offices along radio 
row last week as sponsors began 
shifting their shows from one net- 
work to another. 

NBC picked up three programs 


be heard over NBC at 6:30 p.m., 
EST, for International Silver Com- 
pany, through Young & Rubicam, 
starting Oct. 3. 

Also starting in October, Pet 
Milk Sales Company will air the 
“Saturday Night Serenade,” star- 
ring Vic Damone, and Mary Lee 
Taylor’s cooking session over NBC. 
Both, handled through Gardner 
Advertising Company, had been 
on CBS for 14 years. 

Pet Milk, now seriously consid- 
ering entering television in the 
fall, was attracted to NBC by the 
strong Saturday night lineup 
which includes such Hooper-happy 
programs as Procter & Gamble’s 
“Truth or Consequences” and 
Lucky Strike’s “Hit Parade.” 
Proximity to such high raters will 
help pull up “Serenade’s” average, 
| the advertiser hopes. 


Sanka Gets Carson 


On the other side of the ledger, 
CBS, which already has lured the 
Ford Theater away from NBC, 
gains NBC Comedian Jack Car- 
son, who will work under the 
auspices of General Foods Cor- 
poration, for Sanka coffee, through 
Young & Rubicam, in the old 
Danny Thomas spot this fall. 

Sealtest, Inc., which dropped 
Mr. Carson, is still in the midst 
of planning for fall. No decision 
has been made on a new show, 
‘nor has the company decided 
'whether to retain its current NBC 
| time spot (Ray Noble is the sum- 
|mer fill-in) during the coming 
| season. 
| At week’s end R. J. Reynolds 
| Tobacco Company’s plans _ for 
moving Bob Hawk and Screen 
Guild Players, though tentative, 
|seemed pretty well set. Under 
'this arrangement Bob Hawk will 


(Advertisement) 


ciel .. 


Must be a “SPEND-O-CRAT” 


from CBS. Choicest of the group | 
is the Ozzie and Harriet show, to | 


49 
,be heard on CBS following “My 
|Friend Irma”—a good comedy 


| build-up for a comedy quiz, the 
a reasons—and his half hour 
on NBC, Thursdays at 10 p. m., 
| EST, will be filled by the dramatic 
program. Jimmy Durante, last 
|year a Rexall Drug employe, will 
| star in the Friday 8:30 p. m., EST, 
spot for Camel starting Oct. 8. All 
are William Esty & Co. shows. 


Names Davis and Smith 


Ray Davis, 30 N. LaSalle St., 
Chicago, has been named to repre- 
;sent Production Equipment in 
Ohio, Michigan, Indiana, Minne- 
sota, Iowa, Missouri, southern 
Illinois and Chicago. Russell 
Smith, 205 W. Wacker Dr., Chi- 
cago, has been appointed to repre- 
sent the publication in northern 
Illinois, Chicago and Wisconsin. 


Gets Hotel Account 


Clift Hotel, San Francisco, has 
named Merchandising Factors, 
Inc., San Francisco agency, to con- 
duct a newspaper campaign in 
several eastern cities and through- 
out southern California. 


| Kits: Pats. Pend. 


These useful Kits — con- 
| taining convenient tools 
| for making repairs around 

the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
| and services .. . and your 

prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 

... handles are of durable, 

bright red plastic. All 

tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 

dles can be imprinted .. . 

with your name or trade 

mark ... at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED erect co. 


ENKINTOWN, PA. Box GT 
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For $75 a Shot, 
‘Feature’ Reaches | 
4,519 Editors 


“Feature” clients may tell in 


'words and pictures any feature/ Bert Nevins, 


news about activities in their 


| which consists of a quarter-page, | Macy, Borden Company, Shell Oil, 


|'Steve Hannagan, Fred Eldean, 
Newell-Emmett, J. 
M. Mathes, Kudner Agency, Ken- 


companies. By checking the fea-| yon & Eckhardt, Ted Bates, Inc., 
'ture he wants to run in his pub- | Compton Advertising and Benton 


New York—Nineteen companies | lication on a form card enclosed & Bowles. 


and institutions, nine public re- 
lations firms and seven advertising 


in each issue of “Feature,” an 
editor may obtain, without cost, 


| Robert Altshuler, who has been 
| with Central Feature News for 


agencies are charter clients of the complete story for publication. the past three years, is managing 


“Feature,” a new bi-monthly serv- | 
ice published by Central Feature | 
News, Inc. The service, which be- | 
gins tomorrow, July 20, will be 
sent to editors throughout the 
country, free of charge, offering | 
samples of feature stories inserted | 
by clients for use in their pub- 
lications. 

At the rate of $75 per unit, | 


"THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.Ulinois 


| Goldwyn-Mayer, 


Will Go Monthly Soon 


On July 20 editors of news- 
papers, syndicates, magazines, in- 
dustrial publications, house organs, 
book publishers, leading non-fic- 
tion writers, literary agents, for- 


eign correspondents in the United 


States, film companies, radio and 
television stations, numbering 
4,519 in all, will receive the first 
copy of “Feature.” 

Among the initial clients are 
General Motors, General Foods, 
the Norwegian government, Na- 
tional Broadcasting Company, 
Celanese Corporation, Metro- 
Pan American 


Airways, Westinghouse, 


editor of “Feature,” which ex- 
| pects to go monthly in the near 
| future. 


‘Meni-Ketti Names Agency 


| Meni-Ketti Music Company, 
| with retail stores in San Fran- 
cisco and Oakland, has appointed 
| Conley, Baltzer, Pettler & Steward, 
|San Francisco agency, to handle 
|its advertising. Newspapers and 


| Sapeet mail will be used. 


Gets U-bet Account 


| H. Fox & Co., Brooklyn, manu- 


| facturer of U-bet chocolate flavor 
/syrup and five other U-bet fruit 
\flavor syrups, has named Fred 


Radio| Gardner ca eg 
|Corporation of America, R. H. ner Company, New York, to 


handle its advertising. 


Milton Grosse Heads 
‘New Sales Organization 


Milton J. Grosse has been 


Madison Industries, Inc., Toledo, 
a new national sales organization 
formed to handle special promo- 
tional accounts of electrical ap- 
pliance items made by nationally 
known manufacturers. Mr. Grosse 
will continue as executive vice- 
president of Verd-A-Ray Corpo- 
ration, Penetray Corporation and 
Save Electric Corporation, Toledo. 

Other officers of the new com- 
pany are: William T. Croley, 
vice-president; Max Behr, secre- 
tary, and Joseph Grossman, di- 
rector. 


Biow Advances Eichler 


Alfred Eichler, for the past year 
a member of the creative staff of 
the Biow Company, New York, 
has been appointed copy director 
in charge of all soap copy on the 
Procter & Gamble account. Prior 
to his association with Biow, Mr. 
Eichler was copy chief of the New 
York office of Dancer-Fitzgerald- 
Sample. 


named president and treasurer of | 


Here’s Ano 


ther Reason 


Advertising Dollars Buy More 
Results in THE DENVER POST 


To reach and sell mass markets effectively and economically calls for 
newspapers that can be read with ease. This important sales factor can 
be measured. “Readability Ratings” of Oklahoma Baptist University 


Readability Range 


for 


show the percentage of adults who can read a newspaper or magazine 
with ease. Ratings are based on three facts: 


1. Short sentences ore easier to read. 

2. Simple words are easier to read. 

3. People prefer to read concrete stories 
about real people rather than hazy ab- 


stractions. 


During April, 1948, the University received 
all issues of THE DENVER POST. Fifty-five 
Stories were studied and rated. Highest rating 


was 87%; lowest, 75%; 


for the fifty-five stories was 78%. This compares 
with average ratings ranging from 40% to 70% 
for other papers previously studied. 


and the average rating 


‘DENVER POST 


7 S 


te REPRESENTED NATIONALLY BY 
«MOLONEY, REGAN & SCHMITT, INC 


of Journalism wrote: 


Commenting on readability ratings for THE 
DENVER POST, W. F. Tanner of the Department 
. .. this is far and away 
the best rating we have awarded a daily paper... 
You are to be commended for your success in 
making the news of today understandable.” 

Because THE DENVER POST makes the news 
of today understandable, it is the most widely 
read newspaper in the Rocky Mountain Empire 
. .. and it is your best salesman to the Empire's 
expanding markets. 


a 


THE DENVER POST 


*READABILITY SCALE 
Oklahoma Baptist University 


CIRCULATION 0} 
OU oe ea a ee 209,468 
DUN eo eos occas sean. 344,790 
Py eo. ae 374,971 
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‘Bee’ Newspaper: 


Report on Brand 


Rank in 3 Cities 


SACRAMENTO, CaL.—The M>-- 
Clatchy Newspapers—the Fres) o. 
Modesto and Sacramento Bees — 
last week issued their second a.- 
nual “Consumer Analysis” > 
their separate markets. 

The study consists of 82 pages 
about each of the cities, showing 
brand preferences for various 
food, soap, appliance and other 
products. Like the Philadelphia 
Bulletin and Omaha World-Herald 
analyses, reported in AA last 
week, they follow the study pat- 
tern established by the Milwaukee 
Journal. 

Among facts shown in the new 
report: 

Margarine use in the three cities 
has changed little since 1947, with 
about 75-78% of families using 
the product. However, as_ the 
Omaha and Philadelphia studies 
show, Delrich (Cudahy Packing) 
margarine has made great strides, 
and now is second to the less 
dominant Nucoa of Best Foods in 
these cities. 


Shows Car Registration 


Instant coffee use has dropped, 
as shown in Milwaukee’s study but 
contrary to Omaha and Philadel- 
phia studies. Nescafe leads in the 
California cities. 

Gaines dog food leads in the 
dry dog food group in Sacramento 
and Fresno, the new study shows, 
but trails Friskies in Modesto. 
Friskies is second in the other two 
cities and Gro-Pup third in all 
three. 

Among men cigaret smokers, 
Camels seem to have a slight edge 
in these cities, but Lucky Strikes 
are comfortably ahead of Camels 
among women smokers, with 
Chesterfield third. 

Besides showing the makes of 
automobiles owned, the study also 
shows the sales of new passenger 
and commercial cars in the mar- 
keting areas of the three cities in 
1947. 

As in other “Consumer Analy- 
ses” published elsewhere in the 
U. S., the McClatchy papers’ study 
covers place of purchases of foods; 
preferences for appliances; break- 
down of interviewees by income, 
age group, etc.; and other infor- 
mation of interest to agencies, ad- 
vertisers and distributors, for 
whom the study was prepared 
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WHAT LEASH DO YOU WANT?—On the left is a recent ad by Armour & Co., 

used in Providence, R. |., and St. Joseph, Mo., testing an offer of a plastic leash 

for 25 cents and two Dash labels, while, at right, Quaker Oats’ Ken-L-Ration has 

started running this ad, in Woman's Day and other magazines, offering a nylon 

leash for a quarter and three labels. Foote, Cone & Belding handles Dash, and 
Ruthrauff & Ryan is the Ken-L-Ration agency. 


Bankers RateC&0 
Most Progressive 'ean Public Relations Association. 
of U.S. Roads ean See, Wemeaen, 


|lations director of the C&O, em- 

New YorkK—Despite all the | Phasized the “authenticity” of the 
things Robert R. Young has had | awards “and the national recogni- 
to say about some bankers, more | tion which brought them about.” 
bank and investment house execu- | He mentioned that “a national 
tives have told Ross-Federal Re- | Public opinion survey just com- 
search Corporation that they re- | Pleted confirms for the second suc- 


gard the Chesapeake & Ohio as | cessive year that the public ac- 
progressive than had such an opin- | ceptance of our company has been 
the highest among all railroads, 


ion for any other railroad. r 
This opinion, Ross-Federal i oe _ first 10 highest 
rted, also is shared by “more | #™ong all industry.” 

soadlia generally.” d At the July 20 meeting the C&O 
Results of Ross-Federal studies | board is expected to approve a 

—one completed late in 1947 and temporary division of the duties 

another this month—will be re-|°f Robert J. Bowman, president, 


ported at a C&O directors’ meet- | pending his recovery from illness. 


ing on July 20. Both were fi- oe, Se 
nanc b C&O. a 
ry ae wae late in 1947, $5,000 for You 
If You'll Never 
Use Another Bra’ 


included top executives of banks 
New Yorx—‘“After once wear- 


and financial houses in 13 cities 
from coast to coast. 
Execs Vote C&O 
It showed that “of 78% of fi- | ing a Stardust bra, I'll never wear 
nancial executives who say they | any other kind because...” 
think of a particular road as For finishing this sentence, in 
progressive and improving its 50 words or less, Stardust, Inc., 
service to the public, 45% refer | Will award 172 cash prizes totaling 
to the C&O.” Next highest men- | $5,000. First prize will be $2,500. 
tion was 8%, for the Union Pa-| The contest will run from Sept. 
cific, 7 to Nov. 15 and will be promoted, 
Fifty-seven per cent of the pub- | through Norman D. Waters & As- 
lic was found to regard a particu- | sociates, in three insertions in 21 
Sunday newspapers, in Charm, 
Glamour, Ladies’ Home Journal, 
Life, Mademoiselle, Seventeen, 


lar road as progressive, with the 

C&O highest (11%), followed by 
Woman’s Home Companion and a 
wide group of motion picture 


the Santa Fe, 6%. 
magazines. 


From a list of six large, me- 
dium and small eastern roads, the 
financial executives were asked to 

Entries are to be accompanied 

by a blue Stardust bra tag or 

facsimile, and mailed to Stardust. 


name the “most progressive.” In 
this group the C&O was ranked 

They will be judged by Reuben 
H. Donnelley Corporation. 


first by 47%, followed by the New 
Gamble to Address 


York Central, 21%. On the other 
fand, the Pennsylvania, with 26%, 
got the largest vote as “least pro- 
gressive,” with the C&O at the 
SXtiom of this list, with 1%. er 
on mg the public caly 31% Phe Soe a president 
en Bdge oe m4 la of the American Association of 
‘| Advertising Agencies, will dis- 
cuss agency-station relationships, 
“their joint interests and points 
of conflict, if any,” before the 
NAB’s fourth district at White 


Twelve per cent named Mr. 
Young, and 2% each William Jef- 
Sulphur Springs, W. Va., July 27. 
The fourth district meeting, 


fers of the UP, Ralph Budd of the 
Bur ington, and M. W. Clement of 
‘we 2ennsylvania. 

Thinks Public Favor Lost which includes program, sales, 
personnel and television clinics, 
sets a pattern for sessions of other 
districts during August, Septem- 


R ‘signing recently as vice-presi- 
ber and October. 


a 


ae, ag pee 


| public relations] have been won 
/and public favor has been lost.” 

| These awards were made by 
Advertising & Selling, Financial 
| World, International Conference 
'of Industrial Editors, and Ameri- 


fen in charge of finance of the 
C&, William H. Wenneman, 
‘le. eland, said: “Too many ac- 
Wiles have been undertaken for 
4e ole purpose of attracting pub- 
‘¢ < ttention,” the results of which 
hav been that “several second- 
ate awards [for advertising and 


Lindberg Names Shrout 


Shrout Associates, Chicago, has 
been named to direct the adver- 
tising of all divisions of Lindberg 
Engineering Company, Chicago. 


Last Minute News Flashes 


Lees Schedules Women’s Magazines for Nylon Yarns 
|  BripcGeport, Pa.—James Lees & Sons Company will promote new 
nylon hand-knitting yarns made of 100% Du Pont nylon staple for 
sweaters and socks in the fall with black-and-white pages in 
Good Housekeeping, Ladies’ Home Journal, Today’s Woman and Wo- 
man’s Day. Lees introduced it in business papers last June and will 
place color spreads in the August issues of McCall Needlework and 
Vogue Knitting Book. Ads will offer the company’s Minerva and 


with a coupon from the ad. D’Arcy Advertising Company, New York, 
is the agency. 


Pepsi-Cola Promotes Six-Cent Bottle 


New YorK—Pepsi-Cola Company, through Biow Company, is run- 
ning a concerted newspaper and radio campaign in 100 cities in the 
East and Midwest reiterating the theme, “Twice as much for a penny 
more,” to sell the 12-ounce, six-cent bottle. This drive, to continue 
for 13 weeks, is the first big push for the company since Biow took 
over the account from Newell-Emmett. Promotion in some areas 
also will feature an 8-ounce, 5-cent bottle, originally introduced in 
the West. 


Grosset Schedules Dailies for Cook Book Copy 


New Yorx—Grosset & Dunlap, in cooperation with department 
and book stores, is scheduling ads in newspapers throughout the 
country to break Sept. 12 for a new encyclopedic cook book. Up to this 
date half pages will appear in 12 newspapers and quarter pages in 
50 papers. The media list will be expanded later. The agency is 


Columbia division knitting instruction book for 35 cents accompanied | 


Sussman & Sugar, here. 


ing ads in American Legion and 
free interior decorating service. 


Indian Trailer Appoints C. C. Fogarty Co. 
Cuicaco—Indian Trailer Corporation here has appointed C. C. 
Fogarty Company to handle its trailer coach advertising. Forthcom- 


Holiday will stress Indian’s new 


Heet Division Names Ruthrauff & Ryan 

Cuicaco—Heet division of De Mert & Dougherty here, manufac- 
turer of Heet automobile and boat anti-freeze, has appointed Ruth- 
rauff & Ryan to handle its advertising. 


Chicago Printers 
Reject Court 
Arbitration Plea 


Cuicaco — The Chicago Typo- 


Publishers Association that the 
strike of newspaper printers here 
be settled by a federal judge. 

The proposal had been made in 
a letter sent to the union and 
printed in page ads in the five 
dailies here last Wednesday. The 
proposal suggested that either a 
federal judge or a committee of 
five, including two union and two 
publishers’ representatives and 
one member chosen by the judge, 
arbitrate a settlement of the strike 
which has dragged on since last 
Nov. 24. 

The proposal was rejected in a 
letter of reply the following day 
from John J. Pilch, the local’s 
president, who accused the pub- 
lishers of acting in bad faith by 
refusing in the letter to negotiate 
further with the union and by 
suggesting that a federal judge ar- 
bitrate “matters you claim you 
cannot voluntarily accept without 
violating the law.” 

Mr. Pilch said that the union 
still desires to “conclude a legal 
agreement through collective bar- 
gaining.” He said, in reply to a 
question, that many ITU locals in 
other parts of the country are de- 
laying contract settlements pend- 
ing a settlement in Chicago. 


Two Appoint Klein 

Philip Klein Advertising 
Agency, Philadelphia, has been 
appointed to handle the advertis- 
ing of Luria Brothers & Co., Phila- 
delphia, iron and steel scrap firm, 
and Crescent Nut & Chocolate 
Company, Philadelphia, manufac- 
turer of Crescent Tasty mints, 


graphical Union (ITU) last week} 
rejected as “capricious” a pro-| 
posal by the Chicago Newspaper| ABC, NBC and Mutual all have 


Gross Income 
For Networks 
Is Up Over 47 


New YorK — Business for the 
first half of 1948 was better than 
last year for the major networks. 


gained in gross time sales over 
the corresponding period for last 
year. Figures from CBS were not 
available at press time. 

Time income at ABC for Janu- 
ary through June, 1948, was $23,- 
068,857 against $20,846,321 for the 
first half of the preceding year. 
NBC, which does not release fig- 
ures, estimates its percentage gain 
as 7.8%. 

Gross time billings at NBC for 
January-June, 1947, according to 


the Publishers Information Bu- 
reau, were $32,552,437. Applying 
the percentage of increase to the 
1947 figure would give an indi- 
cated NBC 1948 billing figure of 
$35,091,000. 

Mutual’s total for the six 
months is $11,627,000 against $11,- 
518,961 for last year. 

Latest figures available for CBS 
cover the January-May period. 
For the five months, CBS figures 
for 1948 were $26,848,094, up 
from $25,431,899 for the compar- 
able period of last year. 


ABC and NBC 
Claim WBAP-TV 


The race for television affiliates 
moved into high gear last week. 
On Monday ABC announced the 
acquisition of WBAP-TV, Fort 
Worth. A few days later NBC 
reported the signing of the Fort 
Worth Star-Telegram television 
station as a member of its net- 
work. 

WBAP-TV, due on the air Sept. 
15 as the first video outlet in 
Texas, apparently will carry pro- 
grams from both networks—a 


Crescent vacuum-packed salted | 
nuts, Crescent peanut butter and | 
Crescent shell peanuts. 


policy which may become rather 
general as long as the number of 
television stations is limited. 


WBT-FM Increases Power 


Seagram Names Marshall 


Frank L. Marshall, for the past | 
15 years export division manager | 
of Montgomery Ward & Co., Chi- 
cago, has been appointed director 
of exports for Joseph E. Seagram 
& Sons Ltd., Waterloo, Ont., and | 
Calvert Distillers Ltd., Amherst- 
burg, Ont. 


WBT-FM, Charlotte, N. C., has 
increased its power to 54,600 
watts, effective radiated, and 
claims coverage of a 100-mile 
radius. Duplicating WBT pro- 


grams at present, WBT-FM will 
begin special 
Aug. 1. 


FM_ broadcasts 


51 


Italian Newspaper 


Representative 
Formed in N. Y. 


New York — Italian Publishers 
Representatives, Inc., has been 
formed here with offices in the 
Times building, to centralize di- 
|rect representation of the major 
Italian newspapers and magazines 
in the United States and to pro- 
vide a complete advertising and 
market information § service to 
American exporters. 

Peter G. Treves, who has been 
associated with Italian economic 
affairs for 15 years and served 
during the war as Italian eco- 
nomic consultant with the Board 
of Economic Warfare, is president 
of the company. Other officers are 
Carlo Momigliano, vice-president, 
and Giuliano Gerbi, secretary. A 
director of the company is Ercole 
L. Sozzi, a past president of the 
American Chamber of Commerce 
for Trade with Italy, Inc., of New 
York. 


Publications Handled 


Among the publications han- 
dled by this new organization are: 
Il Tempo and Il Messaggero, 
Rome morning papers; Giornale 
d'Italia, Rome _ evening daily; 
Corriere della Sera, national morn- 
ing of Milan; Domenica del Cor- 
riere, national pictorial weekly; 


Stampa and Gazetta del Popolo, 
Turin dailies; La Gazzetta della 
| Sport, Italian daily; Osservatore 
| Romano, daily Vatican paper; 
| Giornale di Sicilia, leading Sicil- 
‘ian daily; Sole, daily commercial 
newspaper; 24 Ore, the financial 
daily, and Bellezza, Italian month- 
|ly fashion magazine. 


National League 
Studies Video's 
Effect on Baseball 


New York— The National 
League is making a study to de- 
termine what television will mean 
for baseball. The survey is being 
conducted through door-to-door 
and telephone interviews in sev- 
eral video cities. 

Ford Frick, National League 
president, told AA that the sur- 
vey, to be completed in about six 
weeks, has a much broader pur- 
pose than determining the effects 
|of baseball telecasts on the gate 
| receipts. 

“We are interested in determin- 
ing our prospects for the future, 
how baseball can best be tele- 
vised, and uncovering errors in 
the present system,” Mr. Frick 
said. 

Clubs in the league report that 
attendance this year is down 
slightly, the baseball executive 
states. “However, this fact can- 
not necessarily be attributed to 
television, since many of our 
cities do not have television yet,” 
he said. 


Philadelphia-Chicago 
Televizing Test Fails 


Televizing of Democratic con- 
vention nominations Wednesday 
from Philadelphia to Chicago — 
via cable.to WNBT in New York, 
Westinghouse’s stratovision plane 
over Pittsburgh, a newly- 
equipped WBKB  “tropovision” 
plane over Indiana, WBKB’s di- 
rect-view relay station at Michi- 
gan City, Ind., and WBKB’s cen- 
tral tower in Chicago—was foiled 
when inclement weather grounded 
the Westinghouse plane. 

Bill Eddy, WBKB director, 
equipped his own Cessna plane 
for the experiment last week, 
carrying two _ battery-operated 
transmitters and a Motorola re- 
ceiver. WBKB will probably con- 
tinue to experiment in picking up 
distant video broadcasts, although 
set owners in Chicago probably 
would not view them for some 
time. 
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Compare Liberty’s remarkable newsstand sales gain 


herty Laz 


lls up newsstand gains! 


. 


{lI 


The American people are buying 


more and more copies of Liberty 


each month at the newsstands! 


This proves the Middle 
Millions like Liberty’s new “editorial 
alertness”. That Liberty is rolling... 


stronger and stronger! 


averages from January through May,1948 to the losses 


of the other three leading general monthly magazines ! 


Months ago we said .. . “More Service 


NEWSSTAND SINGLE COPY SALES To Readers Is Our Aim!” 


* Average % Gain or Loss 


January through May, 1948* This promise is being fulfilled as evidenced by: 


Snerty + 07.77% (qein) The New Home Section which was introduced 
Magazine A - 8.06% (loss) ‘ sit 4; rome 
Magazine B an 8.97% (loss) with the June issue. Liberty Editors are informing 
Magazine C - 12.24% (loss) readers every month via this section, of ways to 


improve family living at low cost. Readers are getting 
editorial facts covering prices and the use of 
nationally advertised products. They are told exciting, 
7 low budget ways to better home atmosphere 


and living comforts. 


A “Completely New” Liberty was introduced with the July 


issue. It makes Liberty brand new from cover to cover. 


f g ~vaet ad New art treatments, new department groupings, new typography 
a, [ oy LS Ae . and new layout continuity have caused many to say 
% es “Finest looking Liberty I ever saw’’. The August issue is 
! ¥y brighter and still more lively color-wise. See for yourself. . . 
ie aor eter as oe al di get a copy... on sale July 16th. 


Advertising Offices .. . New York, Chicago, 
Detroit, Los Angeles 


(*) Estimated wholesale check-up: 
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